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BOOT and SHOE 


NATIONAL VOICE 


when it’s rough sledding 


on re-orders... 


WUSKio€. 


24 hour in-stock service* 


yl ft ( eh ip 


to the rescue! 


uy) 


OY hy ie 


Prust Huskies’ overnight deliveries of 
the nation’s most wanted shoe styles to 
rescue you from inventory worries! 


USSCO SH O8E COMPAN Y 


47 West 34th St., New York City 

In Canada, Canada West Shoe Co., Winnipeg « Factories: Honesdale, Pa. 

*Only Huskies offers local warehouse service throughout U.S.A. Write for the warehouse nearest you. 
Birmingham « Boston « Chicago * Cleveland « Denver « Detroit « Honesdale « Kansas City « Milwaukee « 


Minneapolis « Pittsburgh « New York « Saginaw « Sioux City «+ West Haven, Conn. 
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es. Our Finest Hours still lie ahead! _....:2- 
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Seiad + 2 G9 TURP EP In the year 1832, when Andrew Jackson, ‘“‘Old Hickory,’ was the seventh hs 
btw bieeh oe f : : u “i ; + aM 
t PAM? president of the United States, the William Amer Company laid the foundation eae 
) ek = ‘ . - °" “ig 
/ | forward-looking of a long and notable career. wif 
see ; , : F — } 
a). wish to you Through the century and a quarter which followed, the original Amer principles ve 
D Law a Happy of integrity, initiative and quality continued to chart the steady progress of 
f y Ip the Company. 
e) anc I rosperous dj 
—? poe As milestone after milestone was reached, King Kid unfolded new developments 








in tanning science. Broadtail Kid is a recent outstanding example. Its widespread 
fashion acceptance has served to add luster to a long-established reputation. 


Now, on the occasion of our 125th Anniversary, the William Amer Company 
looks to new horizons with renewed confidence. Our finest hours still lie ahead! 














2 A OND William AMER Company * Philadelphia 23, Pennsylvania 


MEMBER KID LEATHER GUILD 


IT TAKES 23 BASIC MATERIALS’ 


besides leather to make a shoe today 


When you sell a pair of shoes, tel! 
your customer she has just bought 
America’s biggest dollar’s worth today. 





JPL 
CDann. C~— 
President 


Brown Shoe Company 


St. Louis... Makers of: Air Step * Buster Brown * Official Boy Scout Shoes 
Official Girl Scout Shoes *¢ Life Stride * Naturalizer + Pedwin * Propr-Bilt 
Risqué * Robin Hood + Roblee * Westport 


*25 different chemicals, too —. y 
aA F 3 Fa 
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These are your American Girl customers: 
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The American Girl Customer is Every Woman 


A COMPLETE LINE OF SHOES TO FILL THE NEEDS OF 
TEEN AGER, YOUNG HOMEMAKER, 
CAREER WOMAN, MATRON. 


oe ay rpfcaw GIRL 


FASHION NEWS AT 4699 TO £999 RETAIL SHOE 


288 A St., Boston, Massachusetts - Div: Consolidated National Shoe Corp. 
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Sunland's 2 most 
important colors 


and 
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WiHUTB Surest selling, warm 


weather shoe-stock a retailer can 








have. 


WHUPB Never more solidly 


endorsed by all who know fashion. 


WHUT 2 Morning through 


night, wherever there’s summer sun. 


YYW IB tevor’s is always 





























KID, CABRETTA, _ 4 first choice. Prime stock, tanned by 
CLOVER CALF & KIP , . specialists. Outsells the field. Has 


and also in White, much more without premium in 


TAN-ART SUEDE price. 
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WHITE 
IS SO 


RIGHT 


= 


for summer wea! und 
1957 promises to put even more 
( mphasis on White shoes 
is many of these soft, mellow 
leathers are molded to the 
slender Fair Lady look 
Vitality has an outstanding 
selection of whites and 
spectators in calfskin, suede ane 
crushed kid, mesh and straw 
Most every Vitality pump 
is elasticized, and all feature the 
famous narrow heel. Sandal: 
straps, ties and casuals, too! 
National advertising 
and comple te merchandising 
material will support oul 
WHITE IS SO RIGHI 
promotion, Be sure you are read 
to meet the demand for 


Vitality white 


$10.95 to $13.95 
Vitality Wanderlust Styles from $8.95 


Vitality Shoe Company, Division of International Shoe Company, St. Louis 3, Mo New York Office — Room 912 Marbridge Bldg., 47 W. 34th St 
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EBY SHOE CORPORATION 


Los Angeles Office 


Alexandria Hotel, Room 802 


Reg UV 4 Pet OF 


SHOES FOR CHILDREN 


EPHRATA, PENNSYLVANIA 
New York Sales Office: 465 Marbridge Bidg. 
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Fog es 


add comfort 


On the job or on the hunt, these rugged boots are right 
at home any season of the year. Quality, full-grain leather 
uppers treated with Quilon*. Soft, supple insulation on vamps 
and quarters that seals out weather while it pampers the feet. 
Cushiony inner soles. Heavy-duty leather welting. And be- 
neath it all, the comfort and long wear of Du Pont neoprene. 

Why neoprene? Because it takes punishment that ruins 
other resilient materials. Constant flexing, abrasion and 
scuffing can’t crack or chip it. And flexible neoprene soles 
stand up to heat, oil, even corrosive acids and chemicals 
hold their springy feel and good looks for the life of the shoe. 

So whether you design shoes or sell them— you can step 
ahead with neoprene in your sales story. It’s a customer’s 
guarantee of long service and comfort. 


*Du Pont’s trademark for hrome complex 


DU PONT NEOPRENE 


The rubber made by Du Pont since 1932 


BETTER THINGS FOR BETTER LIVING...THROUGH CHEMISTRY 
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Hluth-Jame Shoe, Ine 
Milwaukee, Wisconsin 


Courtesy 


Only neoprene offers this balanced 
combination of properties 
for shoe soles of all types 


Resistance to oils, greases 

Resistance to flex cracking—even at 
freezing temperatures 

Resistance to abrasion, chipping 
Resistance to acids and other chemicals 
Resistance to heat 


/ 
Vi 
mei 
BOOKLET — / 


SEND FOR NEW FREE 
ay! 


Vr 


“— 


~~. 


(Inc.) 


Please send me your new booklet which contains informa 
" 


tion about neoprene soles ade oprem un 


criptions of me 


usuAl properties ind uperior qualrtie 





For € somfort and—*# 
Preserved Beauty 


ee 


Toe Contour~ 


For toe comfort and that “showroom” look 
in the toe area... rely on ‘‘Celastic.” 
Use “Celastic” for firm box toes, “Soft Box Celastic” for supple 
but resilient toe area support. Either material can be 
depended on for faithful performance and good looks. 
There’s a *“‘Celastic” for unlined footwear, too. CCatents be 0 cagiaaes wedenen of the Cotsate Corp 


UNITED SHOE MACHINERY CORPORATION - BOSTON, MASSACHUSETTS 





2 os 
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you get ‘em and keep ‘em with ENNA JETTICKS 


When you sell a customer a pair of ENNA JETTICKS—the chances are you'll get her 
shoe business from that day on! This customer loyalty is unique with ENNA JETTICKS. It’s one 
of the great assets ENNA JETTICK dealers have. It means that you can rely on your 


ENNA JETTICK business getting continually bigger, season after season. 


What’s more, ENNA JETTICKS guarantee this customer loyalty for you by continually producing 
the type of shoes women like. ENNA JETTICKS come in a style variety to please every 
taste, in heel heights and lasts to assure smooth fit and light cushiony comfort —and 


at retail prices in the volume-selling bracket 


When you carry the brand that your customers are loyal to, 
YOUR CUSTOMERS ARE BOUND TO BE LOYAL TO YOU 


Row Jeti 


The Shoes You Love To Live In 


$995 510% 


Some Styles $11.96 


© DUNN AND McCARTHY, INC., Auburn. N.Y. 
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WATCH YOUR PROFITS~ 


SOAR 


when you stock €-Jay infants’ and children’s shoes 
with all the extras for volume selling 


America’s newest line of nationally advertised chil- 
dren’s shoes is off to a flying start! In just a few 
months literally hundreds of inquiries have poured 
in from mothers everywhere wanting to know more 
about E-Jays and where to buy them. 

Why such interest? Simply this: E-days have the 
features mothers are looking for. They’re built for 
hard wear, with Permacounters* that won’t break 
down. They’re built to fit... many styles are made 
on famous Guide-Step lasts resulting in shoes de- 
signed to fit the feet in action. They’re built to re- 
tail profitably in the big $4.95 to $5.95 price range. 
They have the Parents’ Seal that all mothers look for. 
The inquiries are pouring in. We’d like to direct 
these prospective customers to your store! Write 
for complete details or visit from one of our 
representatives. 


ENDICOTT JOHNSON CORPORATION 


Endicott 1, N.Y. St. Louis 2, Mo. New York 13, N.Y. 
1. The famous Guide-Step principle in some 


styles designed to guide body weight to 


the strong outer edge of the foot. 
Priced to retail $ 95 $ 95 
*Permacounter ...new miracle polyethylene profitably at to 
counter that lasts the life of the shoe. Can't bas 


break down! 


Flexible, non-marking sole 


Nationally advertised 


Pacifate protected lining to help prevent ath- 
in PARENTS’ 


lete’s foot, mildew and bacteria. 
‘Tough nylon thread throughout. 


Polyethylene midsole. 


and E-JAY GUIDE-STEP 
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The Challenge: 
Better Personnel Training 


, 
Boot 


ly the symposium of Trade Association Executives 
which concludes Boot and Shoe Recorder’s 1957 Out- 
look and Report, McDonald, 
Iixecutive Vice-President National Shoe Retailers As- 


sociation, points to personnel selection and training as 


Survey Edward J. 


offering the greatest challenge to the shoe merchant’s 
ingenuity in the competitive year ahead. 
For 


means to attract intelligent young people to shoe selling 


years retailers have been seeking ways and 


and shoe fitting. But what are we doing to adequately 
train the personnel which has been recruited, and to 
futures at the fitting stooel? 


keep them sold on their 


Skills Difficult to Develop 


Selling shoes on the floor is not the easiest job to 
learn. Material for the training of sales personnel has 
not been readily available, particularly to smaller 
independent stores. Most of the basic educational work 
has been accomplished by the merchant or store 
manager teaching his trainees at the fitting stool from 
a background of personal experience. 

Every day during his breaking-in period the trainee 
is presented with problems and incidents which do not 
help to build morale and confidence in a young sales- 
man. All too often and too soon the fields look greener 
in other businesses or selling which require less 
intelligence and shorter periods of training. 

Each vear the older people on the floor, who have 
developed dependable selling techniques and precise 
fitting skills, come closer to the day when they will 


And yet 


young people are taking up careers as shoe salesmen 


become less efficient and must retire. fewer 
and shoe fitters to replace them. We have not been 


very successful in selling careers at the fitting stool 
to our younger people. 

It is true that a well-trained shoe salesman enjoys 
compensation which is comparable to that paid in other 
lines of retailing, and qualified men are always in 
demand. But something must he done to encourage our 
young people to take the time and trouble necessary 
to learn their businesses thoroughly. Perhaps this means 
offering them some kind of additional incentive pay- 
ments during their training periods. And it certainly 
means that 
employed to acquaint them as rapidly as possible with 


modern educational methods must be 


the knowledge of shoe selling and fitting which they 


require to earn the kind of living that will keep them 


in the shoe business. 
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Editorial 


Pomp egirce 














foward this end and starting in March AND 


SHOE Recorver will bring to its readers a Retail Sales 
Training Course. This series of articles will be written 
by Seymour Helfant, Coordinator of Courses in Shoe 


hitting and Shoe Therapy at the City College of New 


York. Mr. Helfant holds degrees of B.S. L.L.B. and a 
M.S. in retailing and is a teacher of marketing and 
retail salesmanship at Brooklyn College. This course 


which will cover every aspect of shoe fitting and selling 
store management, expense and inventory control, will 
be of great help to merchants in solving the many 
problems these present and will be an invaluable tool 
for them in training new personnel 

1957 


promotional program to develop a better appreciation 


will undoubtedly see a concerted industry 


in the consumer's mind for shoes, and the value, style 
and satisfaction he receives in them, Again, the man at 
the fitting stool will play a most unportant role in any 


When the 


every retailer will have an obligation to be thoroughly 


such campaign. program becomes reality 
informed of its purpose and format and to make sure 
that his sales people understand what is being done 
how they can help and how vitally important to its 
long term success is the personal contact they enjoy 


with the consumer, 


Insuring the Investment 


This year shoe manufacturers and_ retailers will 
spend more advertising dollars than they have ever 
spent before. Entirely too large a part of this investment 
will fail to produce its full measure of results simply 
because manufacturers will not have registered the 
purpose and details of their national promotions with 
their retailers . and, through them, with the people 


who actually make sales. And many retailers’ promo 
tions will fall short of their objectives too, because the 
store will have been unable to get its message through 
to its selling staff. The larger the operation the more 
difficult it seems to be to develop the close lines of 
communication necessary to insure completely effective 
promotions. “Merchandising” has become a very much 
overworked word, but competitive °57 will make it 
even more essential for manufacturers to merchandise 
and sell promotions to dealers and their sales staffs 
The lines of communication to consumers must be kept 
the best way to insure that they will stay 


open and 


“live’ is to improve the selling te hniques of the 


people who talk directly to them 












Susie these. shoes, , 
ih portect- golf wealthor aluiays! | 


Galiun Eskimo Calf 
heips sell your shoes 


One short walk on a wet course and golf shoes of 


- 
os 


Eskimo Calf come into their own, Still comfortable 
inside while ordinary leathers start acting like 

well, ordinary leathers. The matchless quality 

of Gallun’s vegetable-tanned Eskimo Calf keeps 
bad weather out, holds the shape of the shoe, 
prevents stiffening later 


It's just as casy to have the best for your best 
customers, When ordering your spring lines, check 
the Gallun numbers in the catalogs of your leading 
Up] liers. A. F. Gallun & Sons ¢ orp., Tanners, 

vautkee, Wisconsin 


Vidit 
Enhiuo Cole 
OTHER FAMOUS GALLUN TANNAGES 


NORWLGIAN CALI * NORMANDIE CALF 
CRETAN CALI 


f€ 


i” 
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Marksmanship and People 












—What will the course of business be? 






—This is a time of the year when prophets, an- 
alysts, economists, pessimists and optimists are 






all very busy making their pitch. 






—How good will their marksmanship be? How 






close they will come to the mark? 








—In all their calculations and equations, there off to au good start 


is one common denominator that they must 


_ PEOPLE! Yes, 1957 is bound to be good 
because statistics say 3,797,000 
children will be born this year. 






consider . . 







—Charles A. Schmutz, president of Standard & 






Poor’s Corporation aptly phrased his thought 






You and we will get our deserving 






in a leiter to Sales Management. He wrote: 






share of this new business. 
—"The uncertainties of elections, international And, to be increase-sure 
‘ dj 







affairs, money rates, scattered depressed indus- 






broaden your base of 
JUMPING-JACKS. 






tries, ete., can be likened to the fluctuations of 






the stock market. The long-term trend is up, 









propelled by wage-price inflation, mushroom- “Sales of Juniors, Seniors and 
ing population, and an ever-increasing stand. Girls’ Parties are keeping in step \" ‘ 
ard of living. \ with population growth,” 






—‘In fast moving times like these, it pays to \ says Joe McCaffrey ... who's quite 
stand back and look at people. .. . \ a population booster himself! 
And...to hold the gals a 


\ little longer... stock our 







—“People have more money today. 







There are more people. 
People want to try things. \ new JILLS... 
for young ladies of all ages. 






People have only begun to use their leisure. 
’ 






Peonle w: ive better.’ 
People want to live better. Then, we'll all have a 






Happy New Year! 


JUMPING“ JACKS 


America’s Finest Fitting Shoes 
For Children 
VAISEY-BRISTOL SHOE COMPANY 
Monett, Mo. 


——_ a 


—The obvious conclusion to the above observa- 






tions is that these factors add up to good busi- 





ness ahead! 





2.15 Value, Sh, 


Publisher 


Boor anp SHoe Recorper —<$$___. 
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THREE GENERATIONS OF FINE SHOEMAKING 


in today’s highly 


competitive market... 


there’s no 
substitute 


..+- AND HERE ARE JUST TWO FROM THE 
COMPLETE YORKTOWN IN-STOCK LINE 


Yorktown merchants face their competition with the most 
powerful of all selling advantages: definite, provable 
value leadership. Every pair of Yorktown shoes invites 
comparison with the finest in the $10.95-$12.95 price 
range in leathers, workmanship, comfort, fit, wear- 
ability and styling. Yorktown's big story is told by the 
shoes themselves. And remember, this is a complete line 
of men’s and boys’ shoes, covering every wanted type 
and style. It is backed by in-stock delivery that dealers 
know is fast and dependable. Why not let this winning 
Yorktown combination go to work for you this season! 


ADVERTISED IN 
LIFE AND ESQUIRE 


Write now for catalog or for salesman to call 
GARDINER SHOE CO., INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 


GARDINER, MAINE 


NEW YORK SALES OFFICE: Morbridge Bidg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 
also makers of YORKTOWN SHOES FOR BOYS 
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Give Shoes 
“the Look’ You Want 
-and Keep Them 

that Way! 











Regardless of “the look’? you want on your shoes, 
DURALENE is the finish to use. That’s because 
DURALENE is a 100% water type finish 

that excels both where the aniline 
look is wanted and where full 
coverage is needed. It provides 
either a high lustre or a mellow 
sheen with equal ease. DURA- 
LENE lies flat and close to the 
grain. It is thin yet produces a 
high degree of uniformity, feel and 
break. AND shoes you finish with 
DURALENE slay that way, because the 
finish holds up from factory to wearer. 





















te 








There’s a bonus for everyone in DURALENE: you get better 
looking shoes, because DURALENE adds value without in 
creasing the cost; your customer gets shoes with added sales ap- 
peal, because DURALENE finish is locked in from the packing for the packing room is 
room to the consumer; and the wearer gets shoes with DURA 
LENE’s built-in water resistance. 







the newest member 

of the family of 
Distributed by UNITED SHOE MACHINERY CORPORATION U N ITE D Fl N ISH ES 
BOSTON, MASSACHUSETTS 


k DURALENE is a registered trade mark of the B. B. Chemical Co 
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wood, for more sales! 


~ 








> cushioned 


arch support 


cushioned heel 


Fleetwoods combine comfort, trim 
Maca int ; styling and long wear. Your customers 
like the way they feel, look and 


wear. You ll like the way they sell! 


Nationally advertised Tyer Fleetwoods 
will help you get your share —and more 


of this tremendous market. 


Three distinctive styles... the Fleetwood 


Oxford, the Blucher and the Sandal. 


TYER 


ANDOVER, MASS. 


PYER RUBBER COMPANY P Footwear Division, Andover, Massachusetts 


Gentlemen: Please send me the latest Tyer Price List on Canvas and Rubber Footwear. 
NAMI STREET 


FIRM 
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Suggests Sale of Shoes in Gas Stations 


Provocative Merchandising Ideas Advanced by Advertising Agency 
Executive in Speech at Meeting of St. Louis Shoe Manufacturers 


St. Lours—Some provocative ideas 
for new shoe merchandising techniques 
were thrown out for the consideration of 
more than 100 St. Louis shoe manu- 
facturers who met to hear E. B. Weiss, 
director of merchandising for Doyle, 
Dane, Bernbach, Inc., New York adver- 
tising agency. 

Suggesting that the shoe industry is 
too bound up by tradition, Mr. Weiss 
said that shoe manufacturers and re- 
tailers are going to have to develop 
some new concepts of merchandising 
and styling if they are to benefit from 
the nation’s increased buying power. 

For one, Mr. Weiss believes, the shoe 
industry lacks retail outlets. Pointing 
out that the Sunbeam Company has 
over 200,000 outlets for its electrical 
appliances while the footwear industry 
has only a few over 130,000, the mer- 
chandising expert said “shoes are fear- 
fully under-exposed to the buying pub- 
lic. A shoe store gets too little traffic 
and gets people in too infrequently. 
Every other retailer is diversifying— 
why shouldn’t some shoe types fit into 
variety chains, drug chains, food supers, 
even gasoline stations?” Just as 25 per 
cent of the food supers now do 25 to 50 
per cent of their gross on non-foods, 
so Mr. Weiss predicts that gasoline sta- 
tion operators are destined to become 
retailers of non-motor products in the 
future. 

Variety chains are one type of retail 
outlet now being ignored by shoe manu- 
facturers, Mr. Weiss stated. With these 
stores adding diversified classifications, 





i hi 


and upping their price lines, they are 
becoming a new type of department 
store, a type, in Mr. Weiss’ opinion, that 
appeals to a vast majority of people. 
Regardless of outlet, Mr. Weiss main- 
tains that “it takes too darn long to sell 
or buy shoes at retail today. All other 
retailers have cut the time for transac 
tions. Major appliances, such as drye 
and washers, are being sold today in 
less time than a pair of shoes and this 
does not make economic sense. I would 
suggest that you study some of the 
really brilliant ideas and fixtures de 


veloped by rug manufacturers—Alex 
ander Smith is one example—to enable 
the retailers to sell merchandise with 
less time or burden on the sales pe 
sons, 


“T also think you people have to de 
velop techniques to enable shoppers to 
buy more pairs of shoes during the 
peak shopping hours when more and 
more retail volume is being done. For 
example, Sears Roebuck reports they 
do about 75 per cent of their weekly 
business volume in 10 hours. More and 
more the total week’s volume is being 
concentrated in fewer hours and the 
shopper is making fewer trips. More 
and more, too, these hours are becoming 
nocturnal ones. There are techniques 
of display, advertising and promotion 
as well as fixtures that will enable 
more people to buy faster in those peak 
hours. And a great volume is lost in 
this country, more particularly by the 
shoe market, in not making shopping 

[TURN TO PAGE 20, PLEASE] 
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E. B. Weiss, Director of Merchandising for Doyle, Dane, Bernbach, Inc., New York 

advertising agency, addresses members of the St. Louis Shoe Manufacturers As- 

sociation and their guests at a recent luncheon meeting. From left: Harry Ben- 

nigson, treasurer of the association; Paul E. Johansen, chairman of the board 

of the association; Robert G. Stolz, president; Mr. Weiss; and Norfleet Rand, 
second vice-president of the association. 
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Made Distribution Director 


Of International Shoe 


Sr. Louis Albert V. Wheeler, a 
director of International Shoe Com 
pany, has been named director of 


distribution at retail, company official 
have announced. 





ALBERT V. WHEELER 


Mr. Wheeler 
manage! of 
branches, which 
discontinued. 


formerly general 
specialty 


position 


was 
women’s 
has been 
As part of his new post, 
he assumes the of president 
of Shoenterprise and of 
Delmar Shoe Corporation, both Inter 
national subsidiaries. 


position 
Corporation 


Mr. Wheeler is also taking over 
executive duties formerly performed 
by Robert O. Monnig, vice-president 


and comptroller, including supervision 
of the Merchants Service department 

Active in the St. Louis Shoe Manu 
facturers Association, Mr. Wheeler ha 


served that group as president, trea 
urer and board chairman. He ha 
been associated with International 
Shoe Company since 1921. 


Heads Taxation Committee 
Of Department Store Group 


New YorkK—Benjamin H. Parker, 
general counsel of Rich’s, Inc., Atlanta, 
has been appointed chairman of the 
Taxation Committee of the National 


Retail Dry Goods Association. 
Mr. Parker, with long experience in 
Federal tax matters, succeeds the late 


E. C. Stephenson, vicc-president of 
J. L. Hudson Co., Detroit. 

Mr. Parker has taken an active role 
in the NRDGA Taxation Committee 


work for many years. He also is an 
active member of the subcommittee on 
Excise Taxation of the American Bar 
Association and a member of the New 
York and Georgia bars. 

















Jack 





At the luncheon at which Jack M. Schiff was honored for his “distinguished ser- 
vice in behalf of democratic rights." Left to right, Ralph Abrams, Samuel M. 


Abrams, Mr. 
NEW YorK More than 150 friends, 
ociate and leaders in the shoe 
ndustry were on hand at the Shoe 
ond Allied Industries Annual Joint 


Defense Appeal luncheon, held at the 
flote! McAlpin on December 12, 
honoring Jack M. Schiff, executive vice 
president of the 
\merica 

Ralph 
Ine., and 


Shoe Corporation of 


Abram 
Monroe 


dent of Palizzio, 


president of 


pre 


Geller, 


Andrew Geller, Inc., were co-chairmen 
of thi annual lun neon, pon ored by 
the Shoe and Allied Industrie Thi 

the fund-raising division of the 
\merican Jewish Committee and the 
Anti-Defamation League of B'nai 
B'rith, the natio oldest community 
elation agenc' combatting bigotry 


ina discrimination and promoting 


etter under tanding among people of 


faiths and creed 


he presenting tre industr Samuel 
M Abram president of Knomar! 
Manufacturing Ine., presented a 
plaque to Mr. Schiff citing him for 
“distinguished e! ‘ in behalf of 


lemocratic right 

Mi Schiff, the founder of 
Corporation of America 1n 
the board 
and 


one of 
the Sho 
1920 j also a member! of 
{ A : Beck 
rector of 


ibsidiarie 


and is an officer 


most of Shoe Corporation’ 


manufacturing and re 


ailing. He is president of the National 
Association of Shoe Chain Stores and 
. trustee of the American Retail 
Federation and the National Shoe 
Institute He i national trade and 
ndustry chairman of the Joint Defense 
Appeal and he was signally honored at 
th uncheon for the outstanding con 
Ur ition he ha made in time, money 
ind efforts in behalf of JDA’s impor- 
tant humanitarian cause and appeal. 

The guest speaker for the occasion 


was Arnold Forster, national director 
of the Civil Rights Division of the 
Anti-Defamation League of B'nai 
’rith and one of the country’s fore- 
18 


Schiff and Monroe Geller. 


most expert on problem of 


group 


relations and anti-semitism. He out 
lined the role being played by the 
nation-wide program of the JDA 
agencies in helping to eliminate prej- 


udice 


In acknowledging the plaque and the 


many tributes paid him, Mr. Schiff 
aid 

“I greatly appreciate and I want 
to expre my thanks to the JDA for 
having selected me as guest of hono1 
at thi luncheon | am pleased vith 
the fine entiment expressed here 
concerning me by the speakers and by 
the inscription on the plaque. I am 

o grateful to all of you for coming 
here, and to those who signalize their 
upport even though they couldn’t 

rie In person 

“However, what vive ne the great 
est atistact n th occasion the 
thought that in mnoring me you also 
came to honor and share with me a 


deep conviction. You are here to shar 


vith me my faith in and appreciation 
of the fundamental importance of the 
rk of the American Jewish Com 
ttee and the Anti-Defamation 


whom the JDA is the Fund 
i ny Agency. 

“T would like to take this opportunity 
helief that, if we in thi 
the flame 
. ae 
and if 
not threatened, a good 
should go to the 
Agencies, The American 
and Anti 
Defamation League. Credit is due them 


! 
League for 
I 


»expre my 


country are not seared by 


of and oul 


insulted, 


intolerance 


not 


bigotr \ 


dignity i our 
hare 


work 


ecurity is 
of the credit 
of the JDA 
Committee 


Jewish the 


for their educational work 


in dispelling 
about us, and for 
practical efforts in trying to 
down the bars of prejudice and 


misunderstand ngs 


they 


break 


the road-block to better relations 
between groups. I also want to give 
credit to these agencies and _ their 
staffs for not taking a narrow view 
of our problems, but viewing our 


truggle against misunderstanding and 
for the preservation and enlargement 
of our rights and freedoms as part of 
the general struggle for the preserva 
tion and enlargement of the democratic 
of life. I, for one, would like to 
tate that I am glad to go along with 
their belief that the of the 
rights and group in 
this country ultimately 
rights 


Way 


violation 
freedoms of any 
violates, or will 
the violation of, 
and freedoms as 

“My only regret is that we do not 
have all the money we could use in 
carrying out the imaginative program 
and all its ramifications devised by the 
American Jewish Committee and Anti- 
But I take it that 
is one of the reasons we are gathered 
here. We are gathered together here 
only to share our convictions and 


result in oul 


Jews. 


Defamation League. 


not 
to express appreciation of each other’s 
the past, but to share in the 
ahead. 


work in 
work 
“TI would like to conclude my remarks 
by thanking all those who had a hand 
affair such a 
expressing the hope that I can 
merit the confidence of all of you in 
the future and that I can continue to 
be of service to the cause we all believe 
me 
Associate 
included 


in making this 
and by 


success 


luncheon 
Johansen 


chairmen of the 


Charles Cohen, 





Brothers Shoe Company; Irving Fife, 
Allied Kid Company; Max L. Fried- 
man; and Fileno de Novellis, United 
Shoe Workers of America 

Also playing key roles were the 
following member of the executive 
committee: Leo Abbey, Accurate Shoe 
Corp.; David Dulberg, Saks-Fifth 
Avenue; Fred Diamant, Desco Shoe 
Co.; Anthony Elia, Local 60, United 
Shoe Workers; Lee Evins, Evins, Inc.; 
Morton Farkash, S. FI arkash, Inc.; 


Harold 
Gold, 


Piahs ] 
Richard 


Gessner, Oomphie Murray 
54, United Shoe Workers; 
Kaltenbacher, Seton Leather 
Herbert Posner, Dr. 
Shoe Co., Inc.; Joseph 


Local] 
Co.; Sol Leventer; 


Posney Ruane, 


Local 66, United Shoe Worker Milton 
Salomon, Joseph S Salomon & Co.; 
Leo Sanders, Local 65, United Shoe 
Workers; Milton Schaff, Loca 129, 
United Shoe Workers; Anthony Sci- 


meca United Shoe Worker of 
America; Arthur Serling, Sterling Last 
Corp.; David Serling, Sterling Last 
Corp.; Ben Sommers, Capezio, Inc.; 
Ralph Stollmack, Carlisle Shoe Co.; 
Emanuel Townsend, Algy Shoes, Inc 
Edison Brothers Stores 
Now Nearing 300 Mark 

Sr. Lours—Edison Brothers Stores, 
Inc., opened seven new stores in 


November, to bring the number of new 
tores added by the firm in 1956 to a 
total of 385. Edison Brothers 
296 stores in operation. 

The seven new added in 
November were two Chandler’s Salons, 
one in Miami Beach and the other in 
North Miami Beach; a Leed’s in River- 
side, Calif.; and four Baker’s stores 
located in Gadsden, Ala., Skokie, IIl., 
Richmond, Va., Fla. 


now has 


stores 


and Pensacola, 
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Brown Shoe Hits 
New Sales Peak 


St. Louis Brown Shoe Company 
reported net sales for its seventy- 
eighth year, ended October 31, 1956 


$219,148,664.00. Earnings 
were $17,352,484.00 and 
net earnings after taxes for the fiscal 
year totaled $8,523,484.00, Clark R. 
Gamble, president, said in the annual 
report marking the company’s record 
high in both sales and earnings. 
Sales for 1955 were $159,480,879.00, 


amounted to 
before taxes 


earnings before taxes were $14,600,- 
314.00, and net earnings after taxes 
totaled $6,520,314.00. However, the 
figures for 1956 include sales and 


profits of the G. R. Kinney Division for 
the entire fiscal year, inasmuch as the 
merger, May 1, 1956, resulted in what 
is known as a pooling of interests of 
Brown and Kinney. 

Mr. Gamble noted that 
the board of directors 
the company’s common. stock two 
shares for one, and on the effective 
date, September 14, distribution of the 
additional shares was made to stock- 
holders. The dividend payment rate 
was increased with the declaration of 
the quarterly dividend, payable Decem- 
1, of 55 cents per share, which is 
at the rate of $2.20 per year. Dividends 
distributed to stockholders during the 
fiscal year, including an extra dividend 
paid on January 3, 1956, amounted to 
$2.00 (adjusted) per share the 
common stock. The amounts paid per 
hare in the last five fiscal years, ad 


on June 5 
voted to split 


ber 


on 


justed to reflect the stock split, have 
been: 1952 and 1953, $1.70; 1954, 
$1.80; 1955 and 1956, $2.00. 

Net earnings after taxes for 1956 
vere $4.65 per share on 1,801,954 
hare outstanding, compared with 
$4.42 per share on 1,475,830 shares 
(adjusted) outstanding October 31, 
1955 


The acquisition of the G. R. Kinney 


Company, consisting of 360 family shoe 
tores selling lower priced merchandise, 
brings to Brown one of the outstanding 
retail organizations in the country. 

facilities completed by 
the company in 1956 was a new modern 


representing 10% 


Among new 


warehouse acres of 


floor space at three levels under one 
roof, The new structure, located in St. 
Louis and now in operation, handles 
the output from eventeen shoe 
factories. Installations represent the 
very latest equipment in conveyer 
systems available, resulting in im 
proved service to customers and 


economy of operation. 

New plants were completed = at 
Union, Missouri; Kenton, Tennessee; 
Dixon, Missouri; and a modern factory 
building was leased at Bernie, Mis 
souri. Total Brown Shoe Company 
units operating today include thirty- 


three shoe factories, seven supply 
plants, five warehouses and two tan- 
neries. 


January |, 1957 


New Shoemaking Shop Is 
Opened in High School 


New YorK—The press and members 
of the shoe industry were invited by 


the faculty of the High School of 
Fashion Industries at 225 West 24th 
Street, New York to attend a break 


fast on December 11th, dedicating the 
new and redesigned Shoe Manufactur 
ing Shop at the school. 

After breakfast the 


guests were 


and it 
was pointed out that the completion of 
this project, at considerable expense to 


taken on a tour of inspection 


the Board of Education and to the 
United Shoe and Compo Shoe Ma 
chinery Corporations, is the result of 


the cooperative efforts of all groups in 
the shoe industry. It was inspired by 
uch leaders as the late Morgan Gross 
the 
occasion and acknowledged the dedica 


man, whose widow was on hand for 


tion, 





Fleming Made President of Valentine 





FRANK FLEMING 


NASHVILLE, TENN. — Valentine Shoe 
Company, a division of General Shoe 
Corporation featuring women’s shoes 


in $12.95-$14.95 bracket announced 


plans for “immediate expansion in ex 


ecutive personnel, styling, distribution 


and customer service.” 


The coming from 


announcement, 


Matt S. Wigginton, vice-president of 
General Shoe, named Frank Fleming, 
one of the country’s top shoe sales ex 
ecutives, as president of Valentine, and 
with newly established offices on the 
67th floor of the Empire State Build 
ing, New York. 

Mr. Fleming becomes president of 
Valentine afte ix years as general 


7a 
following 


divided 


sales manager of Honeybugs, 


six years of retail experience 
almost equally between the fa 


at Bloomingdale and Lord 


hion shoe 


department 


& Taylor in New York. 

Prior to entering military service for 
World War II, Mr. Fleming was market 
representative for the M: Stores, a 
chain of 50 California ready-to-wea! 


ory stores, with headquar 
York City. A 
sylvanian, he ha 
bu 


and 
ters in New 


acces 

native Penn 
been in footweal 

Y ork 1938. 

In making the announcement of Val- 

Mr. Wigginton 


tne 
iness in New ince 
entine’s expanded plan 
aid: 

“The enlarged program comes in re- 
in the Val- 


and in resultant plans 


ponse to continued growth 
entine operation 
for 
call for enlarged facilities 
better serve but expanded 
production as well. 
“As a result of this 
sales office to New York, Valentine 


accelerated expansion. Such plans 


not only to 


customers 


move of the gen 


eral 











GEORGE KIRK 


expects to develop even better co-ordi 
, fashion, and promo 
hion office 
currentiy 


nation of it ale 


tional planning since the fa 
and 
located there 


modern manufacturing plan 


advertising agency are 
f 


Completion this month o 


a new, in 
rankfort, Kentucky, coupled with the 
very efficient Boulevard Plant in Nash 
ville, both of which make Valentine 
hoes, will insure both the quantity and 
the quality of production. To furthe 


trengthen the manufacturing program, 


He ry Anderson has joined the organi 
zation as quality manager, and Russel 
Kennedy as design co-ordinator.” 

J I, Griscom, vho a been ice 
pre ident of Valentine, now becomes d! 
rector of market research for General 
Shoe Sales Corporation, a new set ‘ 


which Mr. Wigginton said would be 
t of all sales divi 
In addition to the 
Valentine 


been promoted from Genera 


tne intere lor 


election of My 
Fleming a president, George 
Kirk ha 
and organizational 


oe administrative 


planning where he worked directly 
under Chairman Maxey Jarman, to be 
ident 

Valentine 


have 


come vice-pre and production 
manager in 


He will 


Valentine plant 


headquarters in the 


building in Nashville, 





to work closely with Mr. F leming in the 
New York offices and with Miss Ida 
York, the fashion coordinator of Gen 
eral Shoe Sales Corporation lines in the 
Empire State Building 

Kd Childer who has been district 
sales manager for Valentine, will re 
main in the Nashville Valentine office 
as sales service manager. John ber- 
nathy will remain as Valentine mer 


chandise manager. 












Suggests Sale of Shoes in Gas 


[CONTINUED FROM PAGE ] 


easier and faster.” 
The shoe box, too, came in for criti- 
cism by Mr. Weiss as he hopped, skip- 


ped and jumped over his array of un- 


related matter First, he 


“the 


pointed out, 


shoe box has remained what it 


has been for many year as unattrac- 
tive and as uninformative a package 
as can be found in this self-service age. 
Even pillow slips and sheets have come 


out in acetate-types of containers that 
double in the knitting 
boxes. Maybe for certain times of the 
year the shoe box could be so designed 
that it 


and be 


can home as 


function on a reuse basis 


such.” 


could 


promoted as 


Shoe Cartons Criticized 


Further, Mr. Weiss said, shoe 
do not elling job. “They do not 
yive the customer any real information 
that will help to the 
quicken the sale or close the sale. 


boxes 


do a 


sale, 


Are 


encourage 

your products?” 
manufacturers 
the advertising ex- 
warning that the shoe manu 
aim for a hereto 
market.” As the 


uu ashamed of 
Giving 


wr meditation wa 


many cause 
SI 
ecutives’ 
not 


facturer hould 


fore termed “national 


nation gets larger and larger, he pointed 
out, “segments of our markets become 
national markets.” This is a big nation, 


stated. 
means 36 
that is a 
population of 


soon to be 180 million people, he 
cent segment 
market 


4 twenty per 
million-—-a darn big 
total than the 
nations on this earth. Take the 
which is national 
If given some style, it might 
a segment 
market big enough to constitute a na 


large! 
many 
molded shoe, not a 
number 
appeal to a segment market 


” 


tional segment market 

Returning to the theme of shoe ex 
posure, Mr. Weiss said that a “policy 
of limited or semi-limited distribution 
for distributed line and a mass- 
ised line is out of tune with the times. 


Makers of fine china, who long operated 


amas 


on an exclusive and selected basis, are 
changing to semi-limited or mass distri- 
Tiffany's and others have come 
to realize that what at one time was an 


bution. 


exclusive market ij 
ket. Millions of American familie 
achieved the ability to buy 


today a mass mar- 
have 


and enjoy 


luxurie We are coming into a cham- 
pagne age and many food supers are 
promoting champagne. If you can give 
the public footwear that will put peo 
ple into a better cla of social distine 
tion, you won’t have to worry so much 
about your distribution and consump- 
tion.” 

Considering style innovation Mr. 
Wei foresec the need of fashions to 
fulfill specific requirements in certain 


for certain cate- 
“New geographical 
locations for more and more segments 


areas in the country 
gories of people 


of our population may ultimately prove 


Stations 


7 


seasonal 


to be great molders of new 

trend He cited California, Texas, 
Arizona and New Mexico as growing 
area 


Laborers, pregnant women and aging 
people are worthy of special 
consideration, the speaker advised. Tak- 
ing the cue from the Dodge promotion 
of “job-rated” trucks, Mr. Weiss of- 
fered an idea for “job-rated work shoes 
so that workmen can more properly and 
correctly buy shoes better fitted to their 
occupations.” 

Makers of 
Weiss pointed have profited by 
making smartly styled apparel. “Is 
there a market for special shoes for the 
mother-to-be? Could such shoes solve 
the problems of backaches during preg- 
nancy? Don’t such pregnancy factors 
as swollen feet and added weight sug- 
gest special footgear?” 

There is great merchandising sig 
nificance to be found in the growing 
markets of aged and aging people, he 
continued. “Today there over 14 
million people 65 years of age and over. 
Actually, many people are aged at 50 
and 55 and at 60 so that the number of 


group 


maternity apparel, Mr. 


out, 


are 


aged today can be estimated at 30 mil 
lion. It’s the second fastest growing age 
group in the nation and by 1975 it will 
be at least 70 per cent larger. What is 
the shoe industry doing to construct and 


sell and advertise geriatric shoes?” 


Says to Watch Discount Houses 


Tackling an “it can’t be done by the 
industry” idea, Mr. Weiss ex- 
pressed the opinion that footwear can 
house-to-house basis. He 
cited the fabulous success of the Avon 
Company which now employs several 
thousand people in selling their cosmetic 
products house to house. 

Finally, Mr. Weiss warned the shoe 
industry against the price competition 
now being raised by discount houses 
entering the soft goods field. “They are 
taking mark-ups in the area of 20 pe 
cent and the more the so-called legiti- 
mate retailer prices himself above this 
will be for this 

In this vein he 
criticized the recent move of three New 
York “They have embarked on 
a program to their mark-on 
and increase business,” he said. “I think 
the policy is basically wrong and I be- 
lieve they will not get very far.” 


hoe 


be sold on a 


figure, the easier it 


competition to move in 


store 


increase 


Bally Names Officers 


NEW 
the 
Jean 


YORK 
executi 


W. 


Following a meeting of 
board on 12, 
Barbey, president of Bally, 
Inc., announced that A. Huerzeler was 
named first vice-president; Richard 
Bertschinerg, vice-president; and Mil 
dred Mazanec, assistant treasurer. 


December 


Control of Boyd-Jones Being 
Acquired by Hamilton Shoe 


Sr. Louts—Hamilton Shoe Company 
is in the process of purchasing control 
of Boyd-Jones Shoe Company, St. 
Louis, and has offered Boyd-Jones 
stockholders $1.00 per share for their 
holdings. 

Although completion of the purchase 
offer was not definitely established at 


the time Boor AND SHOE RECORDER 
went to press, it is generally under- 
stood that the transaction will go 


through. According to C. D. P. Hamil- 
ton, III, president of Hamilton Shoe 
Company, his firm has been promised 
enough of the stock to make the pur- 
chase definite. 

Under the terms of the purchase 
offer, unless a minimum of 90 per cent 
of the shares of common stock out- 
standing were deposited with the 
escrow agent by the close of business 
en December 22, Hamilton reserved 
the right to buy in or not to buy in 
the deposited shares. 


To Pay Creditors in Full 


In an explanatory letter to stock 
holders, Hamilton agreed to pay all 
of Boyd-Jones creditors in full follow 
tock purchase. The letter stated 
that Boyd-Jones had not paid dividends 
“for many and during that 
period has suffered large losses in its 
operation The offer des- 
ignated Christian B. Peper and George 
S. Rodebush of St. Louis as escrow 
agents for the deposit of shares. 

Under the new set-up planned, Boyd 
Jones Shoe Company will become an 
owned subsidiary of Hamilton. Peacock 
and Rice-O’Neill shoes will continue 
to be produced by Hamilton, using 
the Delmanette plant. The Boyd-Jones 
shoemaking staff has been laid off, Mr. 
Hamilton reported, but the sales and 
office personnel retained. The sales 
staff will continue to operate under 
Hamilton direction. Boyd-Jones de 
signing, patterns, lasts and brand 
names will still be used. 

Officers of the subsidiary company 
will include C. D. P. Hamilton, III, 
president; Harry Bennigson, executive 
vice-president; William A. Pollard, 
vice-president in charge of sales; and 
E. R. Hamilton, secretary-treasurer. 
Mr. Pollard formerly served as vice 
president and sales manager of Boyd 
Jones. 

James C. Jones Jr., who was presi 
dent of Boyd-Jones, will travel for 
Peacock and Rice-O’Neill lines. His 
territory will include Iowa, Wisconsin, 
Missouri, Minnesota, North and South 
Dakota, and the cities of Milwaukee, 
Chicago and Kansas City. 

According to C. D. P. Hamilton, III, 
the Boyd-Jones acquisition will make 
Hamilton Shoe Company “one of the 
largest, if not the largest, independent 
shoe producer in the St. Louis area.” 
Annual production is expected to be 
approximately a million pairs of 


ing 
years 


purcha e 


women’s shoes. 
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DATES 
TO REMEMBER 


Peni sseiriocesse 4 Chief Books-In-Black, 


St. Paul, St. Paul Jan. 12-14 
* 
Say. “To bring em in, give 


em value— give em Laconians’! 


Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia Jan. 12-16 
* * * 

Shoe Fair, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit Jan. 13-15 
* * * 

Shoe Show, Empire State Footwear As- 
sociation, Hotel Onondaga, Syracuse, 
N. Y. Jan. 20-22 


S = © 


Shoe Show, Shoe Travelers’ Association 

of Chicago, Morrison Hotel, Chicago 
Feb. 9-13 

Summer Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh Feb. 10-12} 

* * * 

1957 Factory Management Conference, 
sponsored by National Shoe Manu- 
facturers Association, Netherland Hil- 
ton, Cincinnati Feb. 16-19 

** * 

Allied Shoe Products and Style Exhibit, 

Belmont-Plaza Hotel. New York. Feb. 24-27 | 


7. + *£ 


J 


7, 


Leather Show, Tanners’ Council of 
America, Waldorf-Astoria Hotel, New 
York Feb. 26-27 

* * * 

St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Lennox, 
Statler, Sheraton-Jefferson. Coronado 
and Park Plaza Hotels, St. Louis 

April 27-30, 


= 
wy, 


* * 
Fall Shoe Show, Northwest Shoe Travel- 


ers Association, Hotel St. Paul, St. 
Paul .. April 27-30 


° . o 
Fall Shoe Show, lowa Shoe Travelers . . . and when you give ‘em Laconians 
ag tt Hotel Fort Des we 5-6 | you give them the best values, be 
*“* © cause Laconians put more into 
Fall Shoe Fair, Ohio Shoe Travelers their shoes — feat lik ; 
Club, Deshler-Hilton Hotel, Columbus eer rmmeaas 
May 5-7 Goodyear Welt construction, nylon 
* - . 


stitching, Neolite soles, to mention a few 
Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York ....... May 5-9} you the American Standards Testing 
e € © 


Compare ‘em yourself, or let us send 


Bureau report of tests on Laconians 
Fall Shoe Show, Indiana Shoe Travelers 


Association, Severin Hotel, Indianap- 


olis re May 12-14) 50% more! You'll see why Laconians 
ee - 


against four other brands retailing up to 


_ re th t — 
Shoe Show, Shoe Travelers’ Association are the best valves values to 


of Chicago, Morrison Hotel, Chicago bring ‘em in and bring ‘em back 


May 18-22 | —_— 


*- ¢* *& 


National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Retailers Association, Chicago 

Oct. 27-31 
a 

Spring Shoe Show, Northwest Shoe 
Travelers Association, Hotel St. Paul, 

St. Paul Nov. 2-5 | 
** ¢ 

Spring Shoe Fair, Ohio Shoe Travelers 

Club, Deshler-Hilton Hotel, Columbus 
Nov. 9-12 
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Lawrence IMBLIGO 


is tanned twice 


Melgo helps you give extra value to customers because it is 
tanned twice . . . first for sturdy wear and scuff-resistance, 
again for mellowness and a lasting polished beauty. 

Lawrence tans it twice to help you build your children’s 
shoe business. The appearance of the leather helps to sell the 
shoes. The performance makes parents want to bring the 
children back. 

Other ‘‘tanned twice” leathers are FINA and KEENA. 
A.C. Lawrence Leather Company, Peabody, Massachusetts. 


22 


rOnCe_ 
MELGO 


. the better part of better shoes 
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Forecasters Puzzled 
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Washington's business forecasters, still puzzled over the generally slow 
selling season prevailing up to now, offer a variety of reasons why con 
sumers have been somewhat sparing in recent weeks in their purchase 
of footwear and apparel 

All are agreed that retailing of soft} woods has been definitely sub 
standard at a time when the rest of the U.S. economy has been bounding 


along at a healthy clip. But you'll find litthe agreement as to the reason 


for the laveing sales Nearly everybody mentions weather although 
there's general agreement that there’s more to the story than that 
Here are some of the oflicial reasons offered in) government. circles 


for the slugeish pace ol selling: 

” Poot shopping weather Heavy “Hows and Paltis i SOriie area 
drought in others, and mild, muggy weather in the Eastern seaboar« 
all spell slow sales at the cash register 

@ Price rises. This is not a popular reason among retailers, but the 


blunt truth is that many consumer pay checks are no bigger than they 


were a year ago, whereas the selling prices due to rising costs) are 
venerally higher, This is causing a certain amount of postponement of 
intended purchases. 

@ [necreased spending for “hard goods Sales data is not yet available 
but there is vrowing suspicion that many consumers are diverting a 


larger percentage of their disposable income for hard goods, such as 
automobiles, appliances and furniture. This means lost sales of footwear 
and apparel. 
@ Other consumers may be holding off on all types of purchases in 
favor of paying off their installment debts, their charge accounts, and 
possibly placing some of their money in savings 

Whatever the reason, it adds up to something Jess than smash_ busi 
ness for the retail footwear trade Some government economists say 
they can now (in late December) detect a few signs of a definite 
pick-up in retail sales for the first quarter of 1957. This is a cheerful 
prospect, but you can’t eat it now Watch the first few weeks of January 
for an indication of the retail pattern for the late winter and pre-lastet 


selling season and keep your fingers crossed 





is going to be a year of hot and heavy action in Wash 


: =_— 
° Fe 
lax-wise, 195 


ington. 

For one thing. small firms are duc lor some favorable breaks in the 
lax rates applying to them. 

For another, talk of a national sales tax will boil up in the halls 
of Congress again, and next year could be the year for writing such 
a program into law. 

Relief for smaller firms will be the big item on the 1957 tax legisla 
tion docket. Larger firms are pooh-poohing the kind of tax relief sug 
gested by President Kisenhower (reducing the basic rate on $25,000 
profits). They say it wouldn't mean enough to make it worth whil 
Phey argue that it would be far better to trim the rate on corporation 
income (now set at 52 per cent) to Li per cent and then to reduce the 
personal income tax as a means of helping unincorporated busine 
think otherwise, and will insist on exclusive relief They 


Small firms 



























Washington 


Newsreel ee. 


(continued ) 








Another Good 
Year Indicated 


Seare Buying Rising 


Moderation Will Be 
Washington Keynote 

















may well get it in the year ahead. 
As far as a sales tax is concerned, you can expect a lot of talk but 
not much action. Congress will be asked to write new excise tax sched- 


ules for new products not now taxed. Also, proposals will be made to 
cut the rates on some products like automobiles and automotive parts. 

dut little in the way of excise reduction can be anticipated. As long 
as business is good and sales continue to move along briskly, Congress 
will not be favorably disposed to cut any existing excise rates. Only 
a serious recession, which is not now in the cards, could move Congress 


to slash rates as a sales stimulant. 


All the federal government’s business barometers point to another yeat 
of bustling good business. Retail sales should remain strong, probably 
continuing to increase slightly, throughout 1957. 


of 


wages will continue high all through the year, and that consumer spending, 


Secretary Commerce Sinclair 


Weeks says that employment and 


now at record levels, will increase. His optimistic forecast of business 


for 1957 is based on continuing high industrial spending for new plants 
and equipment; an increase in new car sales, and booming steel pro- 


duction, New home construction will probably lag. 


At the same time, however, government ollicials are also warning 
businessmen to be on guard against “the trend to increased prices’ 


the will 


probably continue to make money hard to get and pretty expensive, the 


during the coming year. Inflationary in 


pressures economy 


Commerce Department says. 


The take the 


pulse of retailing are finding small but significant gains in “scare buying” 


“Scare buying is on the rise. government experts who 
around the country. 


Soft goods particularly sheets, pillowcases, and towels —are the goods 
most commonly sought for household hoarding, according to the re- 
ports reaching Washington. Stores report that shoppers who customarily 
buy, say. one pair of sheets now are loading up with anywhere from 
eight to a dozen pairs. Same kind of increases are reported for towels. 

It’s not limited to any one geographic area, the government is learning. 
The reports arriving in Washington are pretty well distributed over 
the nation. 

What puzzles Washington is why this scare buying has arisen. True, 
shooting continues to break out here and there around the world, but 
President Eisenhower has made it plain that the United States does not 


intend to get involved. 


As 


that can be identified as such. 


far footwear is concerned, there is no visible “scare buying” 


as 


Businessmen can confidently expect to get a fair shake from President 


Kisenhower and from the new Congress in 1957. The legislative out- 
look, as far as industrial management officials and businessmen generally 
are concerned, is for a Senate and House that will operate very close 
to the legislative pattern set by this year’s Congress. 


[TURN TO PAGE 63, PLEASE } 








cuts wrapping 
time to 6 seconds 
and 

costs less than 2¢! 
(less than string) 


cuts 


and here: 7 ~e? “Uff~n delivery costs! 


a sealed 
bag or package 


and here: 3 a “4h é yA discourages 


shoplifting ! 


and best of all, there’s no investment 
in equipment, Carr) Pack loans dispen gers 
atno charge! AFREE TRIAL will convince 
you. Use this handy coupon NOW! No 


obligation. o] Course, 


CARRY-PACK COMPANY, LTD. 
' . SCHILLER PARK, ILLINOIS BSR-1 
CARRY-PACK ; CANADIAN LICENSEE: Top Paper Products Limited, Guelph, Ont 


HANDLES etait : Gentlemen: Please send me, for FREE 10 day trial: rolls of Carry-Pack 


SEAL _ 2 | 
PACKAGES! i rS NAME 


handles, with dispenser. My color choice for handles is 


TITLE 
COMPANY 


ADDRESS — 
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Domera 


as foatured in the JANUARY issue of 


Herper* 


—aecves* AAR 


CQMOPOLITIN. GLAMO UR 


Patent. Leather 
Parenter 


aglow with new fashion import 
the sheen of 

finely crafted jeather 

_ the look of a 


smart fashion companion --: 


Nationally advertised to your customers 


in your trading area during 1957 in: 


charm 

Better Homes & Gardens 
cosmopolitan 

Glamour 

Harper's Bazaar 

Ladies’ Home Journal 
McCall's 

Redbook 

Vogue 


woman's Home Companion 


Tweedie Footwear Corporation ° Jeff 
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BOOT and SHOE 


THrovore N. BECKMAN, pro- 
fessor of business organization at 
the Ohio State University, says: 
“No one can deny that this is an 
age of great economic progress and 
technological advancement, the signs 


We cer- 


of which are all about us. 


eae! 


ee 





tainly live today in more and better 
ever before. We 
better 


on the whole, consume 


dwellings than 


ride in more and automo- 
biles. We. 
and use more and possibly better 
goods and services and our con- 
cededly high standard of living is 
steadily rising.” 


* * 7 


Aprana M FEINBERG, chairman 
of the board of Julius Kayser & Co., 
Soys: 

“Today, people expect and find in 
our products the quality which they 
which they 


want, the durability 


want, the desired convenience of 


use, and all of these at a price they 
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Talk a Trade 


are willing to pay. So, in the eyes 


of the consumer, all of us, in our 
respective fields, are able to fully 
satisfy that which the consumer de- 


That 


sumer now looks for the one thing 


sires. means that the con- 
which distinguishes the desirability 
of one product as against another 
similar product and that ele- 
ment of distinction is FASHION. 
“Today, 


people are concel ned 


with how things look. They are 
most sensitive to visual appeal. How 


they feel is not a controllable re 


relatively 


action . . . and in this 





. Gg 

ny 
da 
uninhibited age, people readily ex 
likes 


and their desires by their purchases 


press their preferences, their 


over the counter. We are now en- 
joying the fruits of catering to more 
people who have more money to 
spend, but who are more selective 
in responding to our merchandising 
appeals, 


free 


“Fashion is one of the 


hecorder 
















world’s most revolutionary appeals 
The major purpose of fashion is to 
some 


create something new and 


thing better something more in 
tune with changing conditions . 
which 


outhit a 


whether it be a new color 


will blend into the total 


4 











woman wears from head to toe . 
or whether it be a new fabric which 
will give her greater luxury or more 
comfort, fashion’s purpose 1s to up 
date the appearance of any of its 
products in conformity with the cur 
rent trends. When this happens 

which, in 


we create new demands 


turn, set the wheels of industry go 
ing and the effect is felt in every 
facet of American production. The 
constantly changing demand of the 
American people the changing 
demand influenced largely by fash 
ion, which is in all products, keeps 
us humming along at a rate un 


dreamt of as recently as twenty 






27 








years ago. 


“In summing up the effect of 


fashion as the missing link in dis- 


tribution, | would say: Fashion to 
day is bringing happiness to con 
sumers by giving them merchandise 
styled to fit their ideas of today’s 


living Fashion can give manu 
facturers and retailers a « ompetitive 
kind of 


edye hy creating a new 


point of difference.” 


(@ Som 


. ites, 


pe 


Ro BELZ. shoe buyer for Chas. 


A. Stevens & Co 


S\MMEF 


ptt 


( hic AZO, EXper ta 


a tremendous patent leather vear, 


marked by many unique and inter 


Although 
to be the 


esting touches pulps 


will continue dominant 


sthouette, he sees the radical pat 


tern changes as stimulating extra 


wile “ and Si\s 
We expect to start selling patent 


from now right on through spring 


We will have 
hecause of the late 


should 


erably 


a longer selling je riod 


aster, which 
also help five Us a consid 


volume than 


Iso he sparked 
fresh 


include textured 


vreater patent 


ust year ales will a 
lust Sal I] 


number of touches 


‘| hese 


velvet or 


boy the 
hye imivy tise d 
patents nylon satin with 


patent and = scored patents with 


white antiquing 

The new prutnips should help to 
create many extra sales and good 
active business for spring. The new 
pumps, because of their toes and 
heels will make the old pulps look 
obsolete, Due to the new pump 
lasts, there will probably not be too 
much interest in halters. The em 


phasis will likely shift 
halters, 


to the dip 


slings and with Spring-o 


lators bigger than ever. This will 


also be the season for the revival 


of big ornaments.” 
Mr Belz expects prices lo hold 
firm. He 


where manufacturers have brought 


has noted some instances 


out a new last with some slight in- 


creases, but sees no general indica- 


28 


tion that prices will go up to any 


degree. 


SLIPPER SPOON 


My father wore a shoe horn! 
Indeed, | think that Dad was born 
With a silver slipper spoon 

night and 


He wore it morning. 


noon. 
It fit into his rear hip pocket 
Like a plug fits in its socket 
Linked into the open crook 
buttonhook 


Of an ancient 


Though the hook has gone its way 
The horn remains there to this day. 
And his pockets still will sag 

Krom his shoe dog’s 


license tag 


Joyce Jones Gorman 


Ki NNETH CRAWFORD of Craw 


Lima, Ohio. 
1957 pro 


ford Shoe (0.. 
opinion that “too many 
spective shoe customers still have at 


least one good pair of black patent 


is of the 


leather shoes at home in their closets 
to expect another record break- 
ing patent season ahead. 

‘Big volume? Yes. As big as 
56 or °557 I doubt it! In other 
words, buyers should have a reason- 
able supply of patent shoes, but not 
Don't fill the 


Assuming no decrease in 


an overflow. ware- 
houses ! 
over-all volume what 


will take the place of black patent? 
black 


in Spring ‘57, 


I would say calf (smooth or 


textured) treated to look Spring- 
like. Also, look for more flight blue, 
more red, a smattering of gray, and 


the softer often called Wedg- 


In other words. colors 


ereen, 
wood preen., 
predic ted in- 


other 


that will go with the 
clothes and 


black 


crease in pray 


apparel shades that would 


normally accent. 




















“Make them both lefts, we're going to the country club dance tonight.” 


Boot and Shoe Recorder 








BOOT and SHOE RECORDER'S 


1957 
SHOE BUSINESS 
OUTLOOK 


SURVEY REPORT 


A composite report on the 
1957 business outlook views of 
8,000 shoe industry executives 
and shoe retailers — the most 
extensive survey of its kind 


ever conducted in this industry 





THE INFORMED RETAILER KEEPS MERCHANDISE IN MOTION 
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What 





The Survey Means 





Over the past seven weeks boot 
RECORDER 
6,000 
ecutives and merchants. The classifica- 
6,000 


(indepen- 


AND SHOE has conducted 


shoe industry ex- 


a poll of 


tion breakdown is as follows: 


retailers and wholesalers 
dents, chains, department stores, mail 
800 shoe, slipper and 
400 


600 allied trades firms; and 


order, ete.) : 


rubber footwear manufacturers; 
lanners: 
100 miscellaneous (trade associations, 
yovernment apern ies. te onomists, busi- 
This 


extensive of 


analysts, etc.) survey is 
the 
carried out in the shoe 


detailed the 


ness 
believed to be most 
its kind ever 
industry \ report on 
findings is presented in the pages to 
follow 

The 


answer to 


sought the 
What 
the 
The 
thousands of 


What's 


on production; 


{ECORDER survey 


big 


industry 


question: 
think 


for 


one 
about 
19577 


does 
shoe business outlook 


questions put to these 


hoemen very 


the outlook on 


were specifi ° 


sales: 
on costs on 


on prices; on net profits; 


promotion-advertising plans? 


lhe the 
those tabulated 


returns with answers to 


questions were and 


classified — by groups by various 
manufae turing bran hes, types of re 
tail shoe stores, ete. This issue of the 
RecORDER contains the “business out 


look 


each of these proups, 


story as seen and expressed by 


A PLANNING GUIDE 
\ skeptic ask 
ahead? Who's got a 
ball? On the basis of such reasoning, 
“outlook” 
short, if 
then 


crystal 


may who can 


what's 


therefore, an survey could 


be meaningless In nobody 


has the certain answers, there's 


no purpose or reliability to such a 
survey, 

This kind of reasoning is not only 
psychologically unsound but also un 


An “outlook” asks" 


businessmen what lies 


true, survey 


think 


they 


30 


ahead. Now, as a man thinks, so does 
he act. A think 


ahead has no right to be in business. 


man who doesn’t 
In fact, it’s impossible for him to be 
in business. Without forward thinking 
he can’t make decisions on buying or 
on inventory or on pricing; he can’t 
plan his selling or advertising or mer- 
chandising program. Thus, all busi- 
ness action is preceded by forward 
thinking. In shoe business, as in all 
business, most action is pre-planned, 
based upon how a man thinks things 
will shape up in the months or year 
ahead. 

outlook there- 


fore, is a sort of summing up of an 


A business survey, 
industry's thinking. This resolves into 
an industry’s planning, which in turn 
resolves into how an industry will tend 
to act over a given period, 

Boot and Shoe Recorder’s Business 
Outlook Survey, therefore, may serve 
as a Planning Guide for shoemen. If 
his 


knows how 


think 


how 


a shoe merchant 
on a 
they Il 


then he has a guide to know 


fellow merchants given 


matter—and hence tend 
to act 
whether his own thinking and plans 
are in the mainstream with the 
majority. The merchant at least knows 
Low his own thinking and planning 
the rest. 


stand with 


HOW RELIABLE ARE SURVEYS? 
We've “outlook” 


survey has a sound purpose for being. 


shown that an 
But how much reliance can be placed 
upon surveys oO! polls? 

lf the survey is a good representa 
cross-section of its target, its 


high to start 


live 


reliability value rates 
with. If the questions posed are pre- 
that the 
direct and honest, the reliability value 
Lastly, if the 


tabulated and 


sented so answers can be 


is further enhanced. 


returns are carefully 
analyzed by experienced researchers, 


this adds still further to the reliability 


of the finished product. This RECORDER 
all 


survey was meticulous on these 
points. 

Today, the “marketing survey” has 
become a basic tool of business and 
industry. The technique of probing 
into how people think about a given 
big 
business; more aptly, a science. Many 


product or issue has become 


business firms employ market re- 


searchers or professional pollsters to 
The 


geared to 


investigate “trends,” course of 


business action is these 


trends—-usually with good chance of 
success because the action isn’t a blind 
stab in the dark but is based on some 
pre-knowledge of how people or the 
market will tend to act. 

So scientific and reliable have some 
results 


surveys become that the final 


are accurate to only one or two per- 


And the 


the way 


points in error, 


is that 


centage 
significance of it all 
people think about a matter before- 
hand is the way they almost always 
act later. Therefore, by measuring the 
thinking 


you come up with fairly reliable gauge 


and planning beforehand, 


of how the later action will shape up. 


SHOEMEN LIVE BY TRENDS 


No matter how skeptical a shoeman 
may suppose himself to be regarding 
the value or reliability of surveys, he 
lives by “forecasts,” whether he 
believes it or not. A forecast is nothing 
more than a trend, A shoeman makes 
his buys on colors, patterns and styles 
on the basis of trends, The timing and 
amount of his buying are based upon 
his outlook concerning local consumer 


Most shoe- 
those of 


buying and local business. 


men are guided by “moods” 
their consumers and their own. If they 
“feel” that business outlook is good, 
they will act with more courage and 
optimism in their own business deci- 
sions. 

seeks and needs 


Every shoeman 
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guides. It is important that he know 


how his fellow shoemen think and 
feel about certain matters dealing 


with shoe business, and what they're 
planning to do about it. This creates 
a collective sense of direction. When 
a man plans a certain course of action, 


he feels a comforting assurance when 


he knows that those plans are in line 
with the plans of other shoemen. 
The Outlook 


Survey 1957 was designed and 


RECORDER Business 
for 
conducted with that objective in mind: 
to serve as a Planning Guide for shoe- 
sense of direction. 


men. It offers a 


It is detailed enough to provide every 


What Happened 








To Shoe Business In 1956 





shoeman with the answers to how the 
feels and thinks the 


basic factors of running a shoe busi- 


industry about 
ness. And there is very good likeli- 
hood that the 


throughout the year on the basis of 


industry will act 
what it has thought and planned now 


at the beginning of the year. 





The shoe industry in 1956 marked 
up several new records, Despite much 
spurt-and-sputter activity throughout 
the year, the final figures left a glow 
of satisfaction most everywhere. 
First, the industry set a new pro- 
duction record of 589 million pairs 
(estimated). This was 12 million pairs 
or two per cent above the 577 million 
of 1955. Further, it was the first time 
in a peacetime period that the industry 
two consecutive 


evel experienc ed 


record-breaking production years. 
Usually in the industry, feast is fol- 
lowed by famine. But this pattern was 
broken in 1956. What’s more, it ap- 


pears that 1957 will establish a third 


consecutive record-breaking year, if 
current forecasts by industry experts 
prove true. 

Next, retail shoe sales set new 
marks. In units, retail shoe sales are 
estimated at 581 million pairs, up 
from the 570 of 1955. Dollar retail 
shoe sales came to an estimated 


$3,602.000,000, as compared with the 
$3,468.000.000 of 1955. 
One of the most significant changes 


in 1956 was in prices. Average factory 


value per pair rose from $3.51 in 
1955 to an estimated $3.71 in 1956, 
an increase of 20 cents or 5.7 pel 
cent. This is the highest level in the 


past five years. With the exception of 
1951, when the Korean war sent prices 
skyrocketing in a distorted inflationary 
trend, the 1956 factory shoe prices 
were the highest since 1948 and 1947, 


when the level was $3.72. or about 


equal with 1956 prices. 

What happened to the average re- 
tail selling price per pair? In 1956 
estimated $6.35, as 


it rose to an 
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compared with $6.01 in 1955, In short, 
the nearly six per cent rise in prices 
at factory level was applied at retail 
level in most cases. Though there was 
some retail absorption of price in 
creases by retailers, there was also 
some substantial up-pricing to coves 
the higher factory prices, In addition, 
the trend toward upgrading continued 
These factors combined lifted the over 
all retait selling price. 


Still another record was set in per 


capita shoe production. The 1956 
figure was 3.52 pairs, as against the 
3.50 for 1955. The rise in shoe pro 
ductions was a mite faster than the 


rise in population. Incidentally, a new 


birth record of 4.202.000 was set. in 
1956 
THE SIGNIFICANCES 
The year 1956 may hold much mort 


significance than is generally realized 
Lhe shoe 
peak-and-valley industry. This applie 


pattern had become so commonplace 


industry has always been a 


not only to seasons but to years. 
as to be tagged “traditional.” 

1956 broke 
Not seasonally, but in terms of years 
The fact that 


record-breaking shoe produc tion vears 


However, this pattern 


we had two consecutive 
is something of major importance. It 


And the out 


a third record production 


never before happened 
look is for 


something undreamed of in the 


year 
past. 

Retail shoe sales likewise showed a 
steady growth, setting new marks 
‘This also demonstrated that the 


famine-following-feast pattern of the 
past could be broken. 
But 


factor of 


perhaps the most significant 


all as illustrated these 


by 








happenings is that manulacturers are 


learning how to prevent over-produc- 
backfires by 


Likew Ise, retailers 


tion that usually a later 


cut-back 


are evidently learning to prevent over 


in output 


buying that results in costly and pain 


ful inventory glut. Summed up: L956 
may have been the turning point 
leading to sounder business operating 


methods 


OTHER DEVELOPMENTS OF 1956 


Another important development in 
1956 was the stepped-up pace of the 
upgrading trend. Chains, department 
stores and indepe ndent retailers show 
ed brisk this 


Primarily it 


activity in direction 


was due to the rising 


not only of wholesale shoe 


but 


costs 


costs as well 


pl Ices 
Vany 


answer than up-pricing 


operating 
saw upgrading a better 
Not has 
some of Costs 


the 


retailers 
only 
it helped to solve the 


problems, but higher 
brackets have 
Lhe 


start in shoe production 


price 
attracted a new clientele 


year got off to a spectacular 


spurred by 


the mass price increases that went 
into effect and resulting in earlier 
ordering; and also by the early aster 
date birst quarter production set oA 
new mark 

llowe vel cold Showy pring 
weather, much of it around Easter 
time, delivered a hard blow to retail 
shoe sale in many parts of the 
country. This took some of the steam 
out of second quarter production 
retailers licked their wounds. But by 
May, retail business showed a marked 
pickup Summer shoe sales were 
highly gratifying The sales pace con 


tinued into fall, with excellent business 


right up to about October 15. But the 
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mild weather continued, and sales 


through to about November 20 fell off. 
The belated 


moved in, 


colder weather then 


and shoe business renewed 
ils spurt 
Slim profit margins continued to ly 


t shoe business bugaboo. Despite 


higher shoe production, and highet 


hoe sales at higher prices, most of 


the increases were counter-balanced 


The net 
little 


hy higher costs result on the 


profit picture was better than 


the previous year 


New shoe store openings continued 


at the regular pace, most of the new 
stores being opened by the chains 
and the majority of the new locations 
being in shopping centers. Since 1948, 
net new shoe store growth (openings 
minus closings) has been at the rate of 
about 500 a year. 
There the 


shifts or upsets in the industry. The 


were customary annual 
Kinney-Brown merger was okayed by 
the court, with modifications. General 
Shoe bought Bonwit Teller Stores. The 
long-established Selby Co. 


out \ 


Shoe was 


bought number of smaller 


firms merged with or were bought by 
other firms. And over-all, the declin 
in the number of shoe manufacturing 
firms and plants continued, a trend 
that 


the 


has been in steady process for 


past several years. Despite the 
trend, however, output by the fewer 
plants and firms moved steadily up- 
ward. 


What kind of a year 


shoe business? The figures give the 


Was 1956 lor 


answer better than anything. New hich 


marks all around. A very gratifying 


year. 


The Over-All Outlook 





For Shoe Business in 1957 





Movine into 1957. the shoe and 
leather confident, 
that the 


the 


madustry is soundly 


without runaway optimism 


forthcoming going to be 


byigepr 


Seer 


year 1s 
t and best the industry has ever 


This is the 


hundred 


composite view of 


weveral manufacturers and 


thousand shoe retailers. as 


prolle d by the 


tie Outlook Survey 


several 


RECORDER in its Busi 


for 195% 


Combining all yroups shoe manu 
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half 


of them expect general business condi 


facturers, retailers and tanners 


tions to show continued growth, while 
high 
to remain about 
Only 


and 


hl per cent the current 


expect 
level of the economy 


the same next year nine 


this 


per 


cent foresee a decline. only 
slight. 
As to 


1957, 


conditions 


the 


veneral business 
the 


with 68 per cent expecting 


for 


optimustie, 


retailers are most 


SAID HIGHER 
SAID LOWER 
SAID 

NO CHANGE 


SAID HIGHER 
SAID LOWER 
SAID 

NO CHANGE 


SAID HIGHER 
SAID 
NO CHANGE 


SAID HIGHER 
SAID LOWER 
SAID 

NO CHANGE 


SAID HIGHER 
SAID LOWER 
SAID 

NO CHANGE 

















increased prosperity. A solemn 
taken by the 


with only 39 per cent exper ting a con 


more 
view is manulacturers. 


tinuing climb, and 51 per cent seeing 


a leveling off. 
What’s the outlook on sales for shoe 


and leather business? All groups com 


bined expressed the following: Oa per 
in sales of shoes anc 


little 


cent see a rise 


leather, while 36 cent see 


taking 


per 


change place in the present 


How Shoe Retaliers View 1957 























high level. Thus, 93 per cent foresee 


sales as same to better. This is a 
powerful show of confidence for shoe 
1957. 


Again, the shoe retailers are most 


business in 
confident of all groups, with 72 pet 
cent of them expecting a sales rise in 
the year ahead, and only 21 per cent 
seeing no change. They expect the 
rise to amount to 2-3 per cent in 
pairage, and 5-7 per cent in dollars. 

Looking at the industry over-all 
the shoe manufacturers are confident 
that a sales rise of at least three per 
Some 49 


cent expect the industry to show a 


cent’ will take place. per 
rise, and 43 per cent see sales about 
matching the high level of 1956. Thus. 
92 per cent of the manufacturers feel 
that 1956 will be a solid year in sales. 
the 


dividually feel more optimistic about 


Interestingly. manufacturers in- 
the sales outlook for their own firms. 
For example, while 37 per cent of the 
the 


branch to show higher sales, 52 per 


men’s producers expect men’s 
cent of them expect their own firms 
to be higher. This same pattern of 
the 


children’s and slipper makers. For all 


difference applies to women’s, 
the shoe manufacturing groups com 
bined, 50 per cent see higher sales for 
their respective branches of the  in- 
dustry, but on an individual firm-by 
firm basis, 71 per cent see their own 


company sales as higher. 


PRICES, COSTS, PROFITS 
The “sensitivity” of the industry is 
the 


prices, costs and profits. 


most prominent in matter of 


. 
Phese 


the real “pocketbook” topics. 


are 


\s to prices, the shoe and leather 
industry as a whole feels that prices 
will be firm to higher in 1957. Some 
62 per cent see a “creeping” price 
rise, while 37 per cent expect present 
pre es to hold firm. 

Some 54 per cent of the retailers 
and 69 per cent of the shoe manufac 
turers are 


the 


expecting higher prices 


over year ahead. The expected 


price increases range from three to 


the 


six per cent, depending upon 
types of shoes involved. 

On the costs outlook, the figures 
run virtually parallel with the figures 
on prices. For example, 69 per cent 
of the 


manufacturers expect shoe 


prices to be higher, and 67 per cent 


1957 


January |, 
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The 


similar with the retailers: 


foresee higher costs. pattern is 
54 per cent 
foresee higher prices on shoes, and 
16 per cent foresee higher costs. The 
obvious significance is that price rises 
will be put into effect to cover cost 
rises. 

There is much less optimism about 
an improved situation for profits in 
1957. The shoe and leather industry 
combined anticipates a struggle to 


of the industry expects no change in 


hold profits at present levels. 


the profit picture for 1957, while 25 
per cent see an improvement (in dol- 
lars rather than in net percentage of 
profit on sales), and 26 per cent ex- 
pect a drop both in net per cent and 
dollar profits. 

Again, the retailers showed more 
confidence in this respect, with 39 per 
per cent looking forward to a better 
profit year, as compared with only 16 
the 
feeling the same way. 
half of the 


per cent) see no change in profits, 


manufacturers 
A little 
2 


manufacturers (53 


per cent of shoe 
more 


than 


and 31 per cent see an actual profits 
decline. Only 16 per cent of the re- 
tailers expect a profits fall, while 45 
per cent expect present profit levels 
to hold. 

The industry is moving into 1957 
buoyed with confidence that it’s going 


to be a good year for all branches of 


industry. All the 


good business will be present: high 


the prospects for 


employment and incomes; a rising 


level of consumer spending; consumer 


The in 


dustry expects a third consecutive ree 


confidence in the economy, 


ord year for production, for retail 


pairage and dollar sales, for pet 


capita shoe consumption, 


THE OUTLOOK SUMMED UP 


The industry, of course, is conscious 
of the ever-present problems of doing 
business today: rising costs forcing a 
important style change 
all, the 


higher markups and a better margin 


I ise in prices, 


overs; and above need for 


of profit. 
Nevertheless, the industry’s physical 


condition as it moves into the new 


year is sound, There are no glutted 


and over-priced inventories, Sales 
through 1956, and in the important 


last The 


such 


quarter, were Ww holesome. 


cash position of retailers is 
as to keep buying active. The state 
of the industry mind at the year’s 
beginning is one of upbeat and self 
assurance. 


Of the 


comments 


many hundreds of volun 


teered that acc ompanied 


the returned questionnaires in the 


Ree ORDER survey, one comment in 
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Tu men’s shoe manufacturers expect 
1957 to be a good year but with no 
spectacular changes. Many feel that if 
hold the 


made in the 1955-56 pe riod, the year 


men business can ails 


ahead will be a satisfying one 


Looking at the general business oul 
look for 1957, 
fourths of the men’s producers see no 


But 


the economy in three 


appreciable change in conditions. 
2) per cent expect a continuing rise in 


the economy while six per cent 


foresee a mild letdown or readjust 


Conditions over-all, however, 


wood for 


ment 


should hye shor business 


PRODUCTION AND SALES 
The 


year for production and sales for the 
the One 


producers anticipate a good 


men's branch of industry. 


third expect higher production for the 
men’s industry, and nearly two-thirds 
see no change from 1956. The “vote” 
was almost identical in the matter of 
sales outlook 

However, in speaking of the pro 
sales outlook for their 


duction and 


these manufacturers were 


Where 33 pel 
the 


own firms, 
much more optimistic. 
cent expect’ higher output for 
men’s branch as a whole, 56 per cent 
see higher production for their own 
firms. Where 37 per cent expect higher 
sales for the men’s branch, 52 per cent 
see higher sales for their own firms. 

Significantly, only a tiny minority 
expect a drop in production or sales 
for the men’s branch or for their own 


firms individually. 


PRICES, COSTS, PROFITS 
Fully 
make rs 
as being higher, and one-fourth expect 
hold. Those 


believe it 


three-fourths of the men’s 


foresee wholesale shoe prices 


present price levels to 
will 


None 


mens 


who see an increase 


amount to about four per cent. 


expect any price decline in 
shoes. 
Some 68 per cent of the men’s 
producers expect costs to be higher, 
while 30 per cent see no forthcoming 


The 
with the 


change in their cost picture. 


higher costs correspond 


ul jam Me jale) Must laleis leiieig ja ] 
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HANGE 


HIGHER 
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CHANGE 


HIGHER 


CHANGE 
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higher prices. As to a cost breakdown, 
02 per cent expect higher labor costs; 
76 per cent expect higher materials 
cent see higher over- 


costs; 66 per 


head; and 40 per cent expect a rise 
in distribution costs. Less than three 
per cent foresee any decline in any of 
these costs. The over-all costs rise for 
the year ahead is expected to amount 
to between three and four per cent. 
As to the 1957 
look, the only note of pessimism o 
the 


profits 


shoe business out 


with men’s 


the 


discouragement pro 


ducers concerns picture 
Only nine per cent foresee an improve 
ment forthcoming, while 55 per cent 
anticipate no change, and 36 per cent 
think that will be 


trimmed profits 


margins 
The 


squeeze problem was described by one 


profit 
even further, 
manufacturer: “Costs are rising faster 
than we can afford to raise prices in 
a white-heat competitive situation. The 
difference between our cost rises and 
rises is what’s being 


our price 


trimmed off our profits.” 


PROMOTION PLANS 


One fourth of the men’s producers 
are planning to step up their promo 
advertising programs foi 
effort to build 


However, nearly three-fourths plan no 


tion and 


1957 in an volume, 
apprecable change in the advertising- 


promotion programs, feeling that 
they're operating these programs at 
maximum levels already. 


What 


Inen s 


face the 
1957? Of the 


scores of comments from this group, 


special challenges 


producers in 


these received most frequent mention: 


1) Manufacturers must stop com- 


peting with one another and _ con- 


centrate their competition against 
other industries for a larger share of 
the consumer dollar. 

2) An all-out drive is needed to get 
different 


they do 


men to accept shoes for 


occasions and activities as 

their clothes. 
3) Lengthen the selling season on 
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Tue women’s shoe manufacturers 


1957 
First, they see 


with 
the 


setting 


are entering optimistic 
national 


for 


good business for all. High consumer 


spirits. 
economy as an excellent 


spending for consumer goods——with 
increasing expenditures for soft goods, 
shoes included——promises — splendid 
opportunities for a high volume of 
sales. 


More 


manufacturers 


half of 
(54 
higher level for the national economy 
for 1957, 


change from the high levels of 1956, 


than the women’s 


per cent) see a 


while 35 per cent see no 
Only 1) per cent believe there will be 


a letdown, though mild. 


PRODUCTION AND SALES 

In taking a look at the 1957 pro- 
outlook for the 
branch as a 


these 


duction women’s 


whole, 35 per cent of 


producers see higher output 


(average estimate is six per cent), 
while 54 per cent expect no appreci- 
able change, and 11 per cent foresee 
a mild (2-3 per cent) letdown for the 
year ahead. Over-all, as they see it, 
it should be a good year for factory 
activity. 

However, when these producers are 
for 
duction outlook, the estimates are far 
While 35 


expect a higher output for the wo- 


speaking their own firms’ pro 


more optimistic, per cent 


men’s branch as a whole, 88 per cent 
foresee their own individual company 
output as higher for the year, and 
only six per cent see no change, with 
another six per cent anticipating a 
mild decline. 

A similar picture prevails in re- 
Over half (53 
cent) expect higher sales for the wo 
1957, 


with 29 per cent seeing no change 


gard to sales. per 


men’s branch as a whole in 
ahead, and 18 per cent expecting a 
slight drop. 

However, in estimating the outlook 
for sales of their own firms, the pro 
ducers individually expressed much 
Some 92 


for esee 


more confidence. 
of the 


(average rise is about nine per cent) 


per cent 


firms higher sales 


January 1, 1957 


for their companies in 1957, while 


eight per cent anticipate no change, 
and none foresee any decline 


In short, almost every women’s 
producer has budgeted his operations 


While many be 


lieve that this will come from a ven 


for a sales increase. 


eral rise in women’s shoe business as 
that 
chipped off 

Also, they 
their 


a whole, more believe some ol 


their increase will be 

their competitors’ volume. 
foresee a higher increase for 
own companies than they do for wo 
men’s shoe business as a whole. With 
such a prevalence of confidence by 
these companies individually, it ap 
pears as though competition in this 
the 


white heat in 1957 if these expecta 


branch of industry will be at 


tions are to be realized. 


PRICES, COSTS, PROFITS 


Some three-fifths (59 per cent) of 
the women’s producers foresee highe1 
wholesale prices in women’s shoes for 
1957, while 41 per cent see no change 
in present prices. None expect a de 
The 


cidentally, showed a smaller percen 


cline. women’s producers, in 


tage expecting higher prices than did 
any other group in the manufacturing 
field. This is the fact 


that women’s shoes permit a greater 


attributed to 


flexibility or versatility in cost and 
price movements because of the wide 
variety of styles. 

As to costs, 58 per cent of the wo 


looking t 
the 


manufacturers are 
1957 


men’s 
higher costs for Increase 
amounting to about 3-4 per cent over 
all. Another 39 anticipates 
no appreciable cost rise. A detailed 
breakdown of the outlook by 


this group shows the following 
On 


per cent 


costs 


labor. 1D per cent expect an 


) 


increase, and 25 foresee no change 


on materials, 68 per cent see them as 


) 


higher, and 25 per cent anticipate 


no change; on overhead, 49 per cent 
look for 


no change 


a rise, and 48 per cent see 
on distribution costs, 40 
per cent expect them to go higher 
while 60 per cent expect no change 
on supplies, Oo per cent look for a 
while 24 


change, and 1] 


rise, per cent expect no 


per cent think these 


costs will dip a bit. 
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Some O94 per cent of all the juvenile juvenile shoe producers expect a 


business 
1957. 


While 51 per cent expect no particular 


shoe producers see over-all 


conditions as same to better for 


changes in the economy for the year 
ahead, 43 per cent anticipate a rise of 
about five the general 


of 


for a 


per cent in 


economy. A small minority six 


per cent think we're in mild 


letdown “now that the election year 


Is 


over 


PRODUCTION AND SALES 

The children’s shoe producers are 
the most optimistic of all the manu 
facturing branches in regard to pro 
duction outlook for the 
More half (53 
production up an average of 4.5. per 
the 


while 


year ahead, 


than per cent) see 


cent for juvenile branch 


41 


change, with the present high levels 


as a 


whole, per cent see no 


holding, However, when discussing the 
outlook = for 
estimates were 


65 


production their 


the 


own 


firms, even more 


optimistic. Some per cent of the 


higher output for their own firms. 
And the average increase in output is 
estimated at over eight per cent. 

The continuing boom in births (a 
record 4,202,000 in 1956) is one rea- 
son for the optimism, as well as the 
as a 


sprouting juvenile population 


whole. High consumer incomes are 
permitting more frequent purchase of 
children’s shoes (less hand-me-downs, 
more shoe changes as the shoe is out 
grown rather than waiting for it to 
The 
expansion of style in the juvenile field 
of 
these factors 


of the 
the 


be outworn, etc.) continuing 


another factor sales en 


All 


many 


has been 
couragement. were 


mentioned on returned 


questionnaires — from juvenile 
group. 

As to sales outlook, 58 per cent of 
the 


record 


the juvenile producers expect 
children’s branch to beat the 
figures of 1956. And 68 per cent of the 
firms see their own companies better 


ing their 1956 figures by nearly eight 
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Another 29 
per cent see no sales change for their 
1957. 
minority of three per cent expect a 
As a 


the sales optimism for 1957 runs high 


per cent on an average. 


own firms in and a tiny 


sales decline. whole, however, 


among this group. 


PRICES, COSTS, PROFITS 


Nearly three-fourths (60 per cent) 
of the juvenile producers see whole 
sale shoe prices as higher in 1957 
of 


Another 31 per cent, however, think 


a boost around four per cent. 
present prices will hold. None foresee 
a decline. 

The price picture is pretty much 
tied up with costs, as the figures show. 
Some 71 per cent of the producers 
expect higher costs (about four per 
cent), while 26 per cent see costs in 
general as holding, and a small three 
per cent foresee a mild cost reduction. 
These figures pretty nearly match the 
statistical views on prices. 

A breakdown on the costs outlook 
the 9] 


expect a rise in labor costs; 75 per 


shows following: per cent 
cent foresee higher materials costs; 
60 per cent expect overhead costs to 
rise; and 57 per cent look for a rise 
in distribution costs. 

A number of producers remarked 
about the difficulty of “getting ahead 
of costs”—meaning that while there 
was plenty of competition to hold 
down prices, there was less competi- 
tion (directly) to hold down costs. 

The juvenile shoe producers find the 
profits outlook no better than do the 
other shoe manufacturing branches. 
Only 11 per cent anticipate a better 
profits situation ahead, while 50 per 
cent see no change from 1956, and 
39 per cent expect a decline, Over-all, 
outlook the 
aspect the 
branch outlook. As one manufacturer 
little better 
break on the profit picture and we'll 


profits is only dis- 
couraging in juvenile 


remarked, “Give us a 
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Tue nation’s slipper makers see the 
over-all economy continuing at higher 
and growing levels through 1957. The 
atmosphere for good business is very 
Some 85 of the 
slipper makers foresee general busi- 


favorable. per cent 
ness conditions ranging from same to 
better; 40 per cent expect a continued 
expansion of the economy, and 45 per 
cent believe the present excellent con- 


hold. 


15 per cent think that a mild down- 


ditions will However, another 
ward adjustment of the economy is 


in store. 


PRODUCTION AND SALES 

Nearly half (45 per cent) of the 
slipper manufacturers are looking for 
an increase in production over the 
year ahead for their branch of the 
industry. The expected increase will 
amount to an average of six per cent. 
Another 45 per cent see no appreciable 
change in output ahead, while 10 per 
cent look for a decline of about five 
per cent. 

The picture changes radically, how- 
ever, when these manufacturers dis- 
cuss production outlook for their own 
the 
industry as a whole. Some 75 per 


firms rather than for slipper 
cent foresee a production increase for 
their own companies. And the increase 
will amount to an average of 15 per 
This the 
optimism group on a 
Another 


20 per cent think no special change is 


indicates 
this 
company-by-company 


cent. prevailing 
among 


basis. 


in the cards, while five per cent see a 
letdown in output amounting to about 
four per cent. 

A similar pattern shows up regard- 
ing the sales outlook for 1957. Fifty 
per cent of the slipper makers expect 
a sales rise (amounting to about five 
per cent) for the slipper industry as 
a whole, while 44 per cent see no 
particular changes in view, and _ six 
per cent anticipate a mild fall in sales 
over-all. 

But in viewing the outlook for thei: 
own companies, the slipper manu- 
facturers were much more optimistic, 
with 70 per cent anticipating higher 


sales. Another 30 per cent expect no 


January |, 1957 


special sales change, and none expect 
a sales drop for their own companies. 

Many of the slipper makers con 
for 


tion of higher sales in 1957. 


tributed “reasons” their expecta- 
These 
can be termed as trends in this branch 
of the business. These were the com 
ments most frequently cited: 

1) Slipper business continues to be 
more of a year-round sales proposi- 
tion. It’s still far from what we'd like 
to see, but it’s much better than the 
seasonal operation it once was, Part 
of this development has been due to 
promotional activities by the makers 
and retailers, and part to such trends 
as more at-home living. We expect 
these trends to continue, 

2) With the opening of the casual 
field that looks 


like a shoe but feels like a slipper and 


footwear (footwear 
sells at a slipper price), the slipper 
makers now enjoy the opportunities of 
a new market. Overall, about 10 per 
cent of slipper output is in the casual 
footwear field. We expect to see this 
expand still further. 

3) The 


are having a steadily favorable effect 


generally higher incomes 


on expanding slipper business. When 


money is hard to come by, slippers 
are the last pure hase on the footwear 
list 


item. Today, slippers have become an 


regarded by some as a “luxury” 


integral part of the footwear ward 
robe, an essential rather than a luxury 
What's more, people don't wear them 
out before buying a new pair. 

We see, therefore, several important 
forces behind the steady build-up of 
slipper business, and reason for some 
of the optimism for greater sales over 


the year ahead. 


PRICES, COSTS, PROFITS 
(7] 


of the slipper makers expect highes 


Nearly three-fourths per cent) 
wholesale prices for slippers in 1957 
The increase is expected to be about 
five per cent. Pointed out consistently 
as the reason: higher costs. 

Another 29 per cent of these makers 
see no appreciable change in whole 
sale prices for the yeal ahead, and 


none see a dee line 


The 


identical with the figures on prices 


views on costs are almost 
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THe independent shoe retailers see 
another good year ahead for general 
Half of 


retailers foresee an even higher level 


business conditions. these 
for the over-all economy, while 36 per 
cent expect no particular change, and 
14 per cent anticipate a little letdown. 
In general, however, the consensus of 
this group is that consumer incomes 
and spending will stay high, thus 
maintaining the atmosphere necessary 
for retail shoe business to move at a 


brisk pace, 
SALES, PRICES, MARKUPS 


More than half of the independent 

(52 think that 
shoe throughout — the 
about 


retailers per cent) 


retail sales 
country will be higher in 1957 
six per cent higher. Another 33 pet 
cent foresee no particular change, and 
10 per cent expect a mild sales drop. 

However, these retailers are more 
optimistic when viewing the outlook 


for their own business on a_ local 


basis. Some 7] per cent expect their 
own sales to be higher in 1957—an 
average rise of 4.7 per cent in sales. 


Another 23 per cent see little change 


ahead, while six per cent look for a 
mild fall. 

As to the outlook on prices, 50 per 
cent of this group will carry higher 
prices on their shoes in 1957, while 
4% per cent expect to hold their price 
lines, and a tiny minority of two 
per cent foresee lower prices. 

Many of these retailers stated that 
their higher prices would consist in 
part of actual price increases, with 
another part comprised of upgraded 
shoes. The price increases would be 
applied largely to “selected” shoes 
where the upped price might be less 
noticeable or easier to obtain. There 
to the effect 


that it was now virtually impossible 


were many comments 
to absorb any further wholesale price 
increases. 

A growing number of retailers ap- 
pear intent upon applying higher 
markups in 1957. The poll reveals that 
40 per cent of the independents will 
institute higher markups (an average 
of 4.4 per cent higher), while 59 per 
cent will retain present markups, and 


one per cent will lower them. 
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COSTS AND PROFITS 


Fifty per cent of the independents 
expect to see their costs creep further 
upward over the year ahead, while 
47 cent think that 
levels hold, three 


look for a decrease. 


per present cost 


will and per cent 

Many retailers are obviously wor- 
ried about the steady rise in operating 
costs. One retailer voiced the opinion 
expressed by many: “The inflationary 
cost trend is getting deadly serious. 
It has 


several years. 


steadily upward for 


In 


are taking year-to-year 


been 
fact, many retailers 
higher costs 
for granted. But not 
take the 


higher prices for granted. Where does 


consumers may 


consequent year - to - year 
this thing stop? We're now asking a 
profound question of our own opera- 
tion: Are we doing all we can to cut 
operating costs? We don’t think that 
we most shoe retailers are. 
We've been too lax. We’ve taken too 


many of our costs for granted. We 


OI 


intend to do some intense soul-search- 
ing on this matter of what it costs to 
operate a shoe business.” 

The independents’ outlook on net 
profits appears satisfactory, with 37 
per cent of this group anticipating a 
better profit picture for 1957, and 38 
per cent seeing no particular change. 
of 
expects profits to be trimmed further 
1957. 


Those expecting higher profits are 


However, one-fourth this group 


in 


looking to no particular change in net 
of to but 
rather to more dollar profit stemming 
Those 


expecting a decline in profits point to 


percentage profit sales, 


from more sales volume. 
the squeeze of rising costs, with some 
of this rise occurring at the expense 


of profits. 


PROMOTIONAL ACTIVITIES 
One-third (34 per cent) of the re- 


tailers are planning to step up their 
promotional and advertising activities 
for 1957, while 62 per cent will make 
no special changes, and four per cent 
plan a mild cutback (mostly “to cut 
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How Shoe Chains See 1957 












Tue shoe chains feel quite optimistic 
about the general economic or busi- 
1957. 


of the chains see a general business 


ness outlook for Three-fourths 


rise in view—the increase amounting 
to 


Another 15 per cent expect no change, 


over-all about eight per cent. 


and 10 per cent foresee a mild decline. 


SALES, PRICES, MARKUPS 
The shoe chains see a sales improve- 


ment for shoe business in general over 


the year ahead. Over half (56 per 
cent) foresee higher sales—up 7.6 
per cent in dollars, and about three 


per cent in units. Another 38 per cent 
expect no change, and six per cent 
foresee a mild sales letdown. 

On a local basis, however, the chain 
stores are strongly more optimistic, 


with 73 per cent looking for higher 


sales (up eight per cent in dollars). 
Another 20 per cent anticipate no 
change. and seven per cent expect a 
letdown. Many of the chain stores 


said, “We're budgeted for an increase, 
and we intend to reach the goal, of 
course.” 

The 


other 


shoe chains, more than any 


retail shoe group, will resist 
price increases over the coming year. 
Some 42 per cent plan to raise prices 
(“and these will be only in a spotty 
way’). But 58 per cent will hold to 
present prices. However, many of the 
chains cited that they were upgrading, 
introducing new price brackets. One 
chain head summed it up: “This trend 


can’t be called a price boost. Yet its 


purpose is the same—to give us 
better coverage on higher costs by 


viving us a better dollar return on oui 
percentage margin of profit.” 

As to markups, the chains again 
are foremost among the retail groups 
to of 
markups. Only 22 per cent plan higher 


in intent retain present levels 
markups, while 78 per cent will retain 
present markup levels. However, much 
of the answer, as with prices, lies with 
the trend toward upgrading among the 
chains. The markup “problem” is 
expected to find much of its solution 
here. 


The shoe chains, like all shoe 
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operations, are anticipating higher 
costs, with 41 per cent of this group 
expecting a cost rise over the year 


But 


any other retail group) expect to hold 


ahead. 56 per cent (more than 
operating costs at present levels, and 
three per cent look for a mild de- 


crease, 


COSTS AND PROFITS 

A breakdown of cost expectations 
shows that 52 per cent look for higher 
personnel costs (up an average of 5.5 
per cent); 28 per cent expect higher 
advertising costs (though 70 per cent 
see no change ahead); 42 per cent 
expect higher overhead costs (up 3.2 
per cent), though 58 per cent see 0 
change ahead. It is significant that 
the RECORDER 
to 


tighter control of costs than do the 


the chains, based on 


survey, at least intend maintain 


independents or department stores. 
It’s interesting to note that, in both 
the matter of costs and prices, the 
chains expect to hold both of these 
down more than do the other retail 
groups. 


The profits outlook of the chains 
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presents a fair picture, with 32 per 


cent expecting better profits (more 
in dollar returns than shift in net per 
cent return), while 62 per cent expect 
no appreciable change, and six pet 
cent look for a decline. Those expect 
ing better profits see this rise amount 
ing to an average of about four per 


cent. 


PROMOTIONAL ACTIVITIES 
The shoe 
changes in their promotional-advertis 
the 


groups. Only 29 per cent expect to step 


chains will make fewer 


ing activities than other retail 
up these activities, while 67 per cent 
anticipate no change, and a small two 
As 
pointed out by many chain stores, they 
at 
effort always as a matter of policy. 


per cent plan a small cutback. 


operate maximum promotional 

The same pattern exists as to store 
modernization plans among the chains 
Only 23 
scheduled for 1957, while 77 per cent 


per cent have such plans 


will make no appreciable changes. 


States one chain head: “Smart, 


streamlined stores are an inherent part 
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Tue shoe department heads of de- 
partment stores are the most strongly 
of all 
industry regarding the general busi- 
ness outlook for 1957. Fully 80 per 


optimistic groups in the shoe 


cent anticipate a higher level of the 


general economy, while another 20 
per cent foresee the present high levels 
None 


continuing. slide- 


hack 
SALES, PRICES, MARKUPS 
The 


strong in their feelings about the shoe 


expect any 


department stores ate alsu 
sales outlook for 1957, with 72 per 
cent expecting higher sales (up 6.3 per 
cent in dollars, about three per cent 
in units), Another 2] per cent expect 
no change, and seven per cent look 
for a mild decline. Over-all, the sales 
outlook among the department stores 
is definitely bullish. States one head 
shoe buyer, “A higher economy has 
always brought better returns to the 


(all 


than it has to the specialty store. Part 


department store departments ) 
of this may be due to more charge- 


it buying that is done in better times. 


The shoe departments usually get a 
share of this increase.” 

More than any other retail group, 
the department stores expect to put in 
1957. More 


two-thirds (69 per cent) are planning 


higher prices in than 


price increases, while only 31 per 
cent are expecting to hold present 
prices. Significantly, the department 
stores, more than any others, will 
institute actual price rises on shoes, 
rather than more emphasis on up- 
grading. Though the latter will play 
a role via more concentration on 
higher priced lines, upped pric es on 
existing lines will take effect. 

One significant comment: “The de- 
partment store customer tends to be 
price-flexible than the 


While 


competition is still a vital factor, it 


a bit more 


regular shoe store customer. 
perhaps is less so than shoe store 
versus shoe store.” 

This comment is verified somewhat 
by the markup plans of department 
stores. Over half (52 per cent) plan to 
increase their markups in 1957. This 


is an appreciably greater percentage 


Department Stores 


_10 


GENERAL 
BUSINESS 
belt ite. e) | 


SAID HIGHER 
SAID 
NO CHANGE 


SAID HIGHER 
SAID LOWER 
SAID 

NO CHANGE 


OWN RETAIL 
SHOE SALES 
FOR 1957 


SAID HIGHER 
SAID 
NO CHANGE 


SAID HIGHER 
SAID LOWER 
SAID 

NO CHANGE 


OPERATING 


SAID HIGHER 
SAID LOWER 
SAID 

NO CHANGE 


SAID HIGHER 
SAID 
NO CHANGE 


EXPANDING 


PROMOTION 
icant REDUCING 


ADVERTISING 


PLANS NO CHANGE 


STORE MODERN 
IZATION PLANS 





20 


30 40 50 60 70 80 90 100 





80% 














than for other retail 


Another 48 per cent will try to hold 


any group. 
present markup levels. Higher mark- 
ups will be applied more to “special” 


items than to basics. 


COSTS AND PROFITS 

Nearly half (48 per cent) of the 
department stores expect to face higher 
operating costs in 1957, while 47 per 
cent see no change, and five per cent 
expect a small decline. The relation 
between anticipated cost increases and 
planned price increases is quite inter- 
esting here. For example, 50 per cent 
of the independents expect cost  in- 
creases and the same percentage will 
apply price increases. With the chains, 
41 per cent look for cost increases and 
42 per cent plan corresponding price 
increases. However, the differential is 
far greater between costs and prices 
with 48 


per cent expecting cost increases, but 


among the department stores 


with 69 per cent anticipating price in- 
creases. It appears that the department 
stores intend to cover their cost in- 
creases much more liberally than do 
the chains or independents. 

This is even further emphasized by 
the profits outlook picture. Nearly half 
(49 of the 


stores look for better profits (both in 


per cent) department 


dollars and in net percentage on 
sales). This is a far greater number 
than the independents (37 per cent 
seeing higher profits) or the chains 
(32 per cent). This appears a logical 
consequence, in the light of the fact 
that more than two-thirds of the de- 
partment stores are planning higher 


shoe price increases. 


PROMOTIONAL ACTIVITIES 
The be 


slightly stronger in their promotional 


department stores will 
and advertising programs than will 
other retail shoe groups. Some 35 per 
cent of the department stores are 
planning an increase in promotional- 
advertising programs, while 61 per 
cent will hold present programs, and 
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Or all the groups polled in the 
RecorpER’s Business Outlook Survey 
for 1957, the leather manufacturers 
proved to be the most restrained or 
reserved in their views. Fewer feel 
strongly optimistic about the outlook, 
and more feel a bit pessimistic, as 
compared with the shoe manufacturers 
or retailers. Perhaps the closest in 
feelings, shared with the tanners are 
the men’s shoe manufacturers. It is 
possible that these two share a com- 
mon base of attitude: that the growth 
potentials of their respective fields 
appear more limited than in other 


fields. At least 


current of 


there was an_ under- 


such feeling expressed 
among both these groups. 

Some 35 per cent of the tanners 
expect general business conditions to 
improve over the year ahead, while 
49 per cent see no change, and 16 per 
cent see a decline. Tanners, always 
sensitive to international 


more con- 


ditions than shoe manufacturers or 
retailers, pointed to the present world 
situation as “tempering” their views 


regarding the economy in 1957. 


SALES AND PRICES 

The tanners are relatively reserved 
in their sales outlook for 1957, with 
32 per cent anticipating higher over- 
all sales for the tanning industry, 53 
per cent seeing no change, and 15 per 
cent expecting a decline. An_ inter- 
the 


. , 
shoe manufacturers is seen: the men’s 


esting comparison with men’s 


producers score was 37 per cent 
expecting higher sales, with 63. per 
cent foreseeing no change in sales. 

However, when discussing the out- 
look for their own companies indi- 
vidually, the tanners expressed more 


optimism: 50 per cent expect higher 


sales (about eight per cent higher), 


while 35 per cent see no changes in 
view, and 15 per cent expect a decline 
(the fall amounting to 12 per cent). 
The 


expressed in general by the side upper 


most encouraging views were 


leather tanners. 
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A full three-fifths of the 


expect leather prices to be higher in 


tanners 


1957, with the rise averaging close 
to six per cent. Another 35 per cent 
foresee no appreciable change in 
prices, while five per cent anticipate 
a slight decline. 

While 


major role in the anticipated higher 


rising costs will play the 


leather prices, the additional factor of 
conditions 


the 


uncertain shifts in world 


plays a more direct role with 
tanners than with shoe groups. A good 
number of the tanners modified their 
views on prices with comments con- 
cerning possible or likely changes in 
the international situation where such 
factors as supplies, tariffs and world 
prices might be affected, with the 
consequences taking root in our own 


domestic markets. 


COSTS AND PROFITS 
Nearly 


their 


three-fourths of the tanners 
1957, 


while 23 per cent foresee no change, 


expect costs to rise in 


and five per cent anticipate a mild 
(Note: 


very close to those of the men’s shoe 


decline. these estimates were 


manufacturers: 76 per cent seeing 
costs up, and 24 per cent seeing no 
change. ) 

Among the tanners, 82 per cent 
foresee higher labor costs (up almost 
five per cent); 75 cent 


per expect 


higher raw materials costs (up 5.7 per 
cent); 73 per cent anticipate increased 
supply costs (up five per cent); 64 
per cent expect greate! overhead costs 
(up 4.6 per cent) ; and 64 per cent 
see distribution costs up an average of 
1.4 per cent. 

The outlook on net profits is not 
discouraging, according to the tan- 
ners’ views. Some 21 per cent expect 
a better profits picture, while 50 per 
cent see no particular changes, and 
This, 


over-all 


decline. 


better 


29 per cent expect a 


interestingly, is a 
profits outlook than expressed by the 
and children’s shoe 


men’s, women’s 
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MERRILL A. WATSON 


V.-P. National Shoe 


Manufacturers Association 


Frec 


shoe 


I Is venerally expected in the 


industry that 1957 will be the third 


consecutive year of high shoe produc 


tion. Most people believe that output 


will at least equal the 587 million 


pairs of 1956, and possibly reach 590 


million pairs. If this latter figure is 


reached, it will be an all-time high 


for shoe output. It is worth noting 


that in 1955 output jumped 53 
that of 1954 


in 1956 will probably show a gain 


million 


pairs over Production 
of 63 million pairs over 1954. If ex 
1957, it 


may be concluded that shoe consump- 


pectations are realized in 
tion is now on a new high plateau and 
shall the 


yearned for 600 million pairs of shoes 


that we very shortly reach 
a year, 

It should be 
are still a few skeptics who maintain 
that a total of 116 


1955 19560 over 


mentioned that there 


million pairs in 


1954 


more than increased 


and output in 
reflects something 
consumption. In the opinion of these 
people, output in 1957 will show a de 
cline from 1956, as two years of high 
output are followed by a period of 
adjustment. There is little support in 
for this 


Most guesses of increased output in 


the industry view, however. 
1957 are based on the expectation 
that Gross National Product will in- 
crease to at least 430 billion dollars, 


and personal expenditures for con- 


42 


sumption to possibly 275 billion dol 


lars. Retail sales for the country as 


a whole are expected to increase 


three to four per cent and it is be- 


of footwear will 


Without further 


reductions in inventories, this should 


lieved retail sales 


share in this gain. 


require at least 590 million pairs to 
meet demand. 

While almost everyone expected that 
1956 would be a relatively good year 
for the shoe industry, there was some 
opinion at the end of the first quarter 
that had 


from the remainder of the year. 


“horrowed” 
Out 
put in the first quarter exceeded the 


volume been 


same period of 1955 by 914% per cent. 
In the past, gains of this sort have 
followed hy 


of adjustment while any excess out- 


usually been periods 
put worked its way through the pipe 
lines. The minor adjustments that did 
take place in the middle of the year 
were milder than expected. As far 
as can be seen at the present time, 
“horrowed” business 


Output 


gain of at least six to eight million 


fears of were 


groundless. should show a 
pairs a year to take care of increases 
In 1956 there will be 


1955 of approximately 


in population. 
a gain over 
10 million pairs 

It should 
that some part of the increased output 
in 1956 the building of 


opened stores, 


also be borne in)’ mind 


went into 
inventories in newly 
and in the warehouse pipelines which 
supply these stores 

How to beat the cost 
be the 


1957. It will be more important than 


squeeze will 


most important problem in 
the matter of volume. For some time 


now costs have been moving up 
steadily and squeezing manufacturers’ 
profits. Most manufacturers supply 
shoes to retail in specific brackets. 
Over a period of time these price 
lines have hardened and even tended 
to become At the same 


time, there is great emphasis in the 


, 


“frozen.” 


shoe industry on low prices as the 
key to large volume. All of this makes 
it very difficult to pass on increased 
the 


prices to consumers even when such 


costs in form of higher shoe 


cost increases cannot be avoided. In 


the face of such cost increases, the 


alternative to 
the 
next 


manufacturer's only 


reducing changing 
the 


never 


quality or 


product is to jump into 
This is 


necessary in 


price bracket. 
It will be 


manufacturers to 


easy. 
1957 for 
examine every as- 


pect of manufacturing and distri- 
bution in an effort to find greater efh 
and hold cost increases down 


This 


operations; 


( lent y 


to a minimum. will involve 
better the 


elimination of operations that are not 


planning of 


absolutely essential; checking machine 
efficiency; checking on overtime; and 
the dropping of unprofitable lines. In 
the 


intensive cultivation of profitable cus- 


sales area it will mean a more 


tomers, and perhaps a dropping of 
unprofitable accounts. Even with the 


most intensive efforts along these 
lines, manufacturers will still feel the 
cost squeeze in 1957 


EDWARD J. McDONALD 
Exec. V-P, National Shoe 
Retailers Association 
Tue outlook for 1957 is good. Two 
factors have basically contributed to 
the maintenance of strength in the 
over-all economic picture. The first 
is obvious and well-known, namely 
the growth in capital goods, At the 


Boot and Shoe Recordar 








close of 1956, the rate of investment 
in plant equipment, in new machinery 


and automation, continued at a record 


level. Orders and commitments al- 
ready on the books presage strength 
in economic underpinnings for the 
better part of 1957 at least. 

The second factor is the rate of 
consumption by 168 million Ameri- 


cans enjoying an unprecedented stand- 


ard of living. The full implications 
of consumer demand have not been 
generally realized. It is consumption 
not only different in size from what 
heretofore but different 


it has been 


in kind. 

For two years the curve of retail 
sales has pointed upwards. Stability 
in the figures month after month is 
a far more important index to the 
underlying market potential than a 
spectacular record of irregular per 
centage gains and losses. 

In short, a continued favorable 
background in general business and 
activity awaits shoe re 
1957. What are the impli 


volume 7 


economic 

tailers in 

cations for shoes and shoe 
First, the potential of consumer de 
mand should remain high. A further 
gain in retail volume is a reasonable 
and conservative expectation. Second, 
competition for consumer attention 
will become increasingly keen. Goods 
planned mer- 
Third 


a steadily rising proportion of con 


will not sell themselves: 


chandising is of the essence. 


sumers are in the market for bette: 
quality and better service. Hence, 
merchandising policies and appeals 


checked rechecked — to 


make certain they are consistent with 


must be and 
the times. 
We believe the biggest challenge 
facing retailers in 1957 is to select 
5 
and train their personnel in order that 
better 


retailing 


selling job 


they may do a 


Success in shoe depends 
upon the amount of sales, controlled 
expenses and profit. To obtain a good 
net profit you have to be aware of 
the importance of all phases of re- 
tailing administrative, buying. 
selling, personnel, personnel training 
and service to customers. There is 
a great need for teaching sales people 
the selling techniques of how to ap 
how to 


proach customers, analyze 


customer’s needs, how to present mer- 


chandise, how to close a sale. 
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IRVING GLASS 


Exec. V.-P. Tanners 
Council of America 
Tue: leather outlook for 1957 is more 


determinable ci 
the 


than favorable; all 


cumstances point to emergence 
of an opportunity which is a challenge 


to leather and associated industries 


The factors 
shoe production and retail sales in 
at the be 


responsible for record 
1956 appear even stronger 
1957. The great 


whether or not the remarkable poten 


ginning of issue is 
tial now developing will be explored. 

The favorable potential in’ terms 
of prospective output and demand is 
paralleled by the absence of any gen 


for 


The general level of 


uine reason marked misgiv inp 


raw material 
value which prevails at the beginning 
of 1957 is conspicuous by the ab 


sence of the risk normally associated 


with the industry’s markets. Basic 
raw materials have remained. stable 
at levels far below the indexes of all 


voods and services 


Consumer markets in the United 
undergoing a 


Millions of 


stimulated to 


States have and are 


profound transformation. 


consumers have been 


want better merchandise, to demand 


the intangibles of quality, prestige, 
and even luxury heretofore associated 
with a class market. In shoes as well 


as in. other leather products very 


little made in ex 


the 


progress has been 
the dimensions of 
market. 1957, 


presents a challenge to all branches 


jloring new 
| 


\merican therefore, 
of the industry. Will consumer capac 


buy better as well as to buy 


lead to 


ity to 


more expansion in dollar 


volume? Will the sagging percentage 


of national income expended upon 


footwear be ine reased in some degree 
commensurate with the possibilities 
opened by the great gain in national 


living standards’? 





The tanning industry has not been 
to the back- 
dollar volume, 


New types of leather with the greatest 


lageard in contributing 


eround for growth in 


range of consumer appeal ever created 


have been made available by the 
leather industry. Quantity as the 
prime attribute of leather has been 


fashion 


The preat 


fortified by the appeal of 


and new beauty of texture, 


challenge to shoes and to leather 
eoods in 1957 is to break the strangle 
hold of 


end to 


outworn price conceptions 
consumer de 


the sake of 


meet inherent 


mand by trading up for 


greater dollar volume 





ROBERT STOLZ 


Louis Shoe 


Association 


President, St 
Manufacturers 


For the year ahead we should see 


an increase in shoe production of 
between LO and 15 million pairs over 
1956. This is a two or three per cent 
Increase 

The reason for this estimate is that 
outlook for the 
National 


produc tion has never been higher, and 


the veneral business 


} d ~ vood VTOSS 
ahea Is LOO gr 


yeal 


should show a three to four per cent 


rise in 1957 Consumer incomes 
should step up by the same ratio. km 
ployment, already high, could _ still 


expand by the same three per cent 
Prices of all 


slowly 


roods should creep up 
during the year; but probably 


wont match the rise in incomes 


very factor affecting the general 
business economy will be refleeted in 
the shoe industry and continued 


growth of heavy construction will 


carry through next year. 

The rise in population is certainly 
very important. The increase of about 
three million anticipated in over-all 
population figures will be reflected 


in the shoe industry 
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Of all shoe 


production, probably 


factors affecting 
the 


important are rising population and 


the 
two most 
the per capita consumption rate. 

As to the St. Louis area, wholesale 
shoe here should not rise in 
1957. 
experienced their 
1950. 


The biggest single challenge facing 


prices 
Most of the manufacturers here 


price rises during 


shoe business in 1957 is broader dis- 


tribution. Even the largest and most 


intensively nationally advertised 
the United 


limited distribution. 


have 
There 
to the 


brands in States 
relatively 
must be shoe 


more exposure 


buying public, getting away from the 
old thinking that shoe stocks should 
be hidden There should 


be more the 
70,000 existence. All 


from traffic. 


shoe outlets than esti- 


mated now in 


retailers must aim for a more dy- 


namic presentation of shoes. 


MAXWELL FIELD 


V-P, New England 
Assn 


Exec 
Shoe and Leather 


1957 should 


S HOE 


total 580,000,000) pairs, barring any 


production in 


war or government restrictions on 


shoe operations. This is only slightly 


less—by one to two per cent—than 


the peak output in 1956 
190,000,000 pairs. 


which we 
estimate at 

The shoe industry broke all records 
for production and shipments, both 
in pairs and dollar value, during 1956 
just as it did in 1955. The final totals 
for 1956 will not be available for 
several more months, but a reasonable 
estimate nation-wide shoe 


puts pro- 


duction at 590 million pairs—a gain 


of two per cent. 
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Total shipments are also estimated 
at 590 million pairs with value of 
shipments well over $2 billion dollars, 
cent. It 


should be noted that the average price 


a gain of at least six per 


of shoe shipments advanced three to 


five per cent this year. 


Looking ahead to °57 it seems a 


reasonable assumption that the nation 
will be operating at high levels, with 


personal incomes and employment 


equal to 1956, Shoe purchasing there- 
fore, should about equal totals reached 
this year. However, we believe actual 
shoe production may be less——by 10 


million pairs as retail shoe inven 


tories are maintained at low levels 


and openings of new. stores are 
curtailed by the tight money situation. 
both wholesale 


believed to be 


Shoe inventories at 


and retail levels are 
normal at the present time. 
demand factors will 


Supply and 


continue to control wholesale shoe 


prices in| 1957. 

The biggest single challenge in 1957 
will be the need for each shoe concern 
to earn a fair profit on its sales and 
capital investment. Competition may 
he even keener among all companies 
in each branch of our trade than in 
the past several years. This will occur 
the will be 


maintained at this year’s level or may 


because over-all volume 


even shrink a little. 


JULIUS G. SCHNITZER 


Director, Leather, Shoes 
and Allied Products Div. 


PRESENT indications are that 1957 
will be about as good a_ production 
1956. 


year in shoes as The output 


will be more equitably distributed 


throughout 1957 than it was in 1956, 
in that there will not be as rapid an 
increase in production during the first 
half of the year. Improved merchan- 
the industry, 


dising by consumers 


feeling that they are getting good shoe 


values, better advertising activity, and 


other similar factors should continue 
{0 maintain per capita consumption at 
high levels. The inventory picture is 
quite favorable with no heavy carry- 
1956, all of which should 


es 
9380 


over from 
make 
in 1957. 


There is nothing to indicate now 


for a million pair year 


that important price changes in foot- 
1957 
fairly 


wear will materialize during 
Supporting this opinion is the 
recent statement emanating from offi- 
shoe 


cials of two of the largest pro- 


ducing companies that no price ad- 


vances in the near future were in- 
dicated. 

It is believed that this public stand 
has influenced the price policy of 
numerous smaller producers as_ well 
as other large firms. In my opinion 
it could be dangerous to attempt any 
substantial price increases and thus 
feel that 


“ood” buy. 


have consumers shoes were 
no longer a 
which has continued 
1956, the 
consumer preference for quality mer- 


believed that 


Upgrading, 


during most of indicates 


chandise, and it is not 


this trend could be encouraged by 


look for 


the maintenance of price relationships 


cverall price advances. I 


between shoes and other apparel 
during the coming year. 

Leather raw material supplies seem 
to be ample to fill all foreseeable re- 


The United 


bovine 


quirements during 1957. 


States now produces more 


hides and skins than it consumes and 
should continue to be a net exporter 
of these during the coming year. If 
additional raw materials are required, 
our industry draw on the 


can sup- 


plies now finding outlets in foreign 
markets. 
materials 


Price fluctuations in raw 


are expected to be normal and vary 


[TURN TO PAGE 66, PLEASE | 
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FABRIcushon foam-fabric 













i, lining adds glove 





like flexibility 






and comfort 
to high styling 
.actually breathes 


.. handles like 












ordinary fabric.. 


keeps the shape. 


OVER 
VOW DOING IT 


Over 50 brands... from every important shoe manufacturer... now feature softer, smarter 
shoes with FABRIcushon foam-fabric lining. (HOW ABOUT YOU 


FABRIcushon 


PROCES PATENTED 







THE KENDALL COMPANY 
Andrews-Alderfer 
1055 Home Ave. 








Division 


» Akron, Ohio 
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“Show Within a Show” Is 


()ptimism is Key-Note. Strong, Ready-to-Buy Position Seen for Retailers. 


“Miss America” of °54 Hostess at Hospitality Headquarters. 


Tu forty Third Annual Meeting of 
the Mid-Atlantic Shoe Show will take 
place January 12 through 16, in the 
Hotel Franklin, Philadel 


phia Optimism for a successful show 


Benjamin 


is high for several reasons 


The 


mm omnhanny 


most 


late 


timing is the auspicious 
The aster, 14 


weeks after the show, affords retailers 


years 


also 


effect de 


a lony selling season It vives 


supplier more time to 


liveri . Keport from previous shoe 


has been 


First 


interest 
has been off 
held back 
solidification of trends for 
Mid-Atlantic 


expected lo 


shows indicate that 


high 


money has 


but buya 


awaiting 
Thi 


therefore is 


been 
spring 
Shoe Show 
find retailers in a ready 
to-buy 


The show 


position 


which is planned as a 
Philadelphia for 
buyers 

New 
Pennsylvania 


and 


retailers are 


market week in 


industry draws its 


mid-Atlanti 


the hoe 
fro the ea 
York New 
Delaware 
hFrom | 


K pected to 


Jersey 
Maryland 


1G00 


Vir Pinta 
MW) te 


250 lines 


ittend and over 
displayed in the 
Franklin hy 


alers 


are to be 
vms of the Benjamin 


manulacturet! ind whole 


An important 
be the “Show 


innovation this year 


Within a 


! 
retailers 


will Show 


proora ofr Visitin and 


HARRY E. SNAYBERGER 
Wanufacturers’ 
Advisory Committee 


DAVID H. KREIDER 


Manufacturers’ 
Advisory Committee 


centered at 
the 
lranklin and Lafayette rooms of the 
Franklin Hotel. 


educational displays will be exhibited 


will be 


This 
‘Hospitality 


buyers 
Headquarters” in 


Benjamin Several 


here while a majo! shoe display of 
selected samples from all 250 lines 
showing in the hotel will be on view 


I ranklin 


slop in and shop the entire style and 


in the room. Retailers may 


price picture quickly and quietly 
while enjoying complimentary buffet 
refreshments. 

kivelyn Ay, the Pennsylvania beauty 
\merica”’ in 
the “Hospi 
Mensch. 


of the Show, will be 


who was crowned “Miss 
1954, will be hostess of 
tality Headquarters.” Cal 
retired manages 
host 
Door will be 


retailers 


prizes awarded to 
attending 
The educational exhibit will consist 


a | he 


a visual. step by step 


of several displays Story of 
Welt Shoes, is 
presentation of a quality shoemaking 
Shoe 


United 
Boston. 


courtesy of the 


Machinery Cot porat 


process 
Pon 
Leather Industries of America, Ine.. 
New York, will also present an exhibit, 
The Magic of Leather Foot 
wear -The Leather Look for Spring- 


* In addition, the shoe field’s 


Sells 


Summer 


leadine publications will offer visual 


WILLIAM PIPER 
Retailers’ 
Advisory Committee 


presentations of their services to the 
trade, 

Timed to coincide with the show is 
the meeting of the Mid-Atlantic Shoe 
Travelers Association. This group will 
Saturday, 
Jenuary 12, before the 
official Walter 


P. Palmer, president of the group, in 


officers on 


the 


meet to elect 
day 
opening of the show. 
announcing the meeting, also reported 
1957, all dues- 


paying members of the Mid-Atlantic 


that as of January 1. 


Shoe Travelers will automatically be 


members of “210 Associates,” a 


philanthropic organization for shoe 


men. 

T he 
has also scheduled a session during 
For all 


friends 


Independent Shoemen froup 


the show. independent _ re- 
the 
P.M. on 
the Hotel 
\ panel of shoe 
the 


and 


and 
held at 8 


January 14 in 


tailers, thei guests, 


meeting will be 
Monday. 
Benjamin Franklin. 


will talk to 


pl oblems 


experts audience on 
retailing 


This will be followed by 


methods ol 


tec hniques 
instructions 


on the three manufac 


contour molded shoes and 


effectively 


luring 


methods of retailing them 


Independ nt Shoemen will also have 
a hospitality room during Sunday, 


Monday 


the Benjamin Franklin 


and ‘Tuesday of the show in 


FRANK H. RICH 


Retailers’ 
Advisory Committee 
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Mid-Atlantic Innovation 


WALTER P. PALMER 


President 


SHOW HELPS TRAVELERS 
by WALTER P. PALMER 

The Mid-Atlantic Shoe Show is of 

vreatl 


importance to shoe manufac- 


turers and their representatives fot 


three reasons. Travelers can show a 
than they can 
the They 
don’t have to worry about interrup- 
the 
And 


in the three or 


more complete line 


usually carry on road. 


tions from retailer's phone o1 


customers, they can see more 


buyers four days of 
the show than they can possibly see 


in weeks on the road, 


RETAILERS READY FOR 
SHOW 
by Frank H. Rich 
The Mid-Atlantic 


tremely 


Show will be ex- 
important. 

Lnseasonable weather here in the 
last during the past several months, 
plus the influence of newly completed 
shopping centers in suburban areas, 
has given retailers pause concerning 
the 


the Show, the holidays will have made 


their spring plans. By time of 
and 


add 


considerable dents in inventories, 
should further 


liquidity to buying positions. 


winter clearances 
Excellent prospects for good spring 


business exist for those who have 
planned to continue with well-balanced, 
yet exciting stocks, 

Aggressiveness and a belief in the 
healthy 
produce a successful spring and sum- 


for 


facturer alike. 


continued retail climate will 


mer season retailer and manu- 


January |, 1957 


JOSH H. KIMMELMAN 


Vice-President 


ANTHONY H. 


SHOW TO TOP ALL OTHERS 


by ANTHONY H. MIRRA, JR. 
The Middle-Atlanti« 


Show will be the best show we 


coming Shoe 
have 
ever had in this area and it will pay 
each and every one of us to attend, 


The 


show 


retailers will benefit) from this 


because it is timed just right 


for those pre Kaster size ups, summer 


casuals and white summer shoes 


which they haven't bought. The man 
ufacturers and wholesalers along with 
their salesmen will benefit by securing 
new accounts and saying hello to old 
show 


friends. | am sure this January 


will be a good business show and 
our new hospitality educational room 
will be something for all shoe people 
to see and visit. 


TIMING IS VERY GOOD 
by EDWARD TRACHTENBERG 

The timing and location of the Mid 
Atlantic Shoe Show, I believe, are 
The Phila 
delphia is point for the 
mid-Atlantic 
the largest shoe wholesaling center of 
Whole 


salers can show complete lines here 


very 
location, because 


the focal 


and 


‘ ood, 


area because it 4 


ils type in the United States 


The timing is good because the show 
is aimed directly at the small indepen 
dent retailer, who is reluctant to cor 
sider spring buying until his Christ 
mas season is past. He also prefers 
to defer his 


buying trends have been established 


buying until definite 


through other shows. January meets 


this requirement well. 


MIRKA 


Secretary-Treasurer 


KDWARD TRACHTENBERG 


Board of Directors 


WHOLESALERS VALUE 
SHOW 


by JOSH H. KIMMELMAN 


Wholesalers are placing Increasing 


Shoe 


importance on the Mid-Atlantic 


Show because the concentration of 


buyers enables them to exhibit several 


hundred styles which ordinarily they 


would not be able to show in the re 


tailer’s store Lhe wholesaler line 


of styles ha expanded considerably 


This } 
of the dis 


inp the past live years due to 


the imereasing importance 


tributor’s function to the retailer 


\lso during thi how, style 


I ilize d 


trend 
and the 


tit more or le ery 


vholesaler can determine which items 


we weak and which have trong a 


cept tice 


VITAL FOR RETAILERS 
by WILLIAM PIPER 
he Mid 


manilest 


Shoe Show | 


Atlanti 


value to 


mall mid mediun 


zed retailers in party ular because 


these unable to 


pe ople normally are 


national shoe shows in 


New York 
Philade Iphia 


opportunity lo 


attend the 
( hicago and 


Here in 
the 


they Will 
have shop com 
obtain a 


talk 


tbout current problems 


paratively complete — style 


picture and with other retailers 


The type of 
this 


information they gain at show 


is becoming more and more vital to 


the sucessful retail out 


lets 


operation of 





Start the New Year Right . . . change to 


TOP NOTCH! 





HLASH 


(Basketbal| Shoe) 
PULLONS 


Coldguard 











— 4 rm | 
rie B 47° ae. 


TOP NOTCH Rubber Footwear gives you 


SUPERIOR QUALITY... 
VARIETY OF STYLES... 
PROMPT SERVICE! 


Our salesmen are on the way to show you our new and com- 
: y 
plete line of rubber footwear, styles for every one, every need. 


‘*'MANUFACTURERS SINCE 1899°%’ 


BEACON FALLS RUBBER FOOTWEAR 


BEACON FALLS, CONNECTICUT 











LIGHI 
BRIGHT 
And AIRY. .. 


Below: The movable wrought iron planter in 
the window keeps the children from getting 
into the display. It also makes an attractive 
display backing. The play-table holds toys. 


tables. The chairs are of black metal 
with black and gold washabl plastie 


upholstery Phe planter in the window 


This Attractive Store Is Well Suited for Its High-Class 
Main Line Philadelphia Trade. The Influence of the 


Owner’s California Background Is Evident. at Ole hes aus Ek 


vround for the display, decorates the 
area from inside the store, keeps the 
children out of the window 

The store’s stock area is concealed by 
knotty pickeled pine which is attached 
in back to knockdown. steel ielving 
ind is movable. The concealed stock 
arrangement gives the store twice the 
stock area and keeps the children away 
from the shoe boxes, It also gives the 
tore a much” better appearance Thi 
owner finished and erected this panel 
ling himself 

The store has a full basement, two 
toilets (important in a children's store) 
and is air conditioned, It is one of four 
stores in a new. brick building — of 
Colonial design in Haverford, a Phila 


rURN TO PACE OO, PLEAS! 


Vovable pine pane lling is attached in back 
to knock-down metal shelving. It double 
the store’s stock area heeps the children out 
of the stock and udds to the store smart 
ippearance There is office space in the rear 


Avruot GH the Children’s Bootery in Haverford, Pa.. 


is only 20 by 25 feet in area, it gives the effect of 





spaciousness. The walls are light gray, the ceiling white 





and the rug light green over gray asphalt tile. The center . 


of the store is free of furniture. The whole effect is 
light, bright and airy. e ; s 
ee 


The store’s furniture adds io the over-all effect of ; me - 
* Me 
. > uh 


.# 





lightness and grace. The cash desk, display table and 


’ 





the movable planter in the window are of wrought iron 





painted white, giving the appearance of wicker. These 
pieces were designed by the owner, who also designed 


the simple fitting stools without footrests and the end 





peg skirts 

onger atten- 
Prin ge. 

bcated, 

the 


sleeves 


sk 

ing 

scrib 

jacket w . hack : 
which soft plousiag “is released, 
double-tiered jacket backs which 
resemble boleros, and cuffed 
bands at back are of consider- 
able interest. Skirts that fall 
slim but are often nen pleate 
knit-like wools that are light in 


weight though bulky in texture. 


MIGHTY MIDGET 


LEATHER GOODS CO. 
650 Avenue of the Americas 
New York 11, N.Y. 











ter _ 


an ms oo ren plete owe 


tat 


tiers 
5 


Pear’ MEW FOR EASTER! 


RABBITS ASK us v 


lof case range froma the relax 
"fall fit to the gently-molded box as 
«*rons” ~welape? ~~! 


° MIGHTY MIDGET_ your most dependable source 


of Kiddie Carry-Alls ... 


Clutches... Belts 


Wallets... 


New and Exciting Originals for Tots, Sub-Teens, Teens 


Spring Line now in work.. 


. Big Free Catalog “B” 


Now in Preparation. Send for your copy — TODAY. 


MIGHTY MIDGET “GET-ACQUAINTED” OFFER 


A — 711R (Age Group: | to 6) 
B — 169R (Age Group: 7 to 10) 
C — 200R (Age Group: 10 to Sub-Teens 


$7.50 Dozen 
$12.50 Dozen 
$15.75 Dozen 


NOTE: Order by alphabetical designation. Terms are 2/10 EOM.) Boxed to the 
Dozen. Each Assortment contains approximately 8 Different Styles, in Favored 


Colors of White, Pink, Blue 


(and a few in Navy and Black Patent Plastic) 


Every Item Sales-Proven. Each Carry-All a Kegular Member of the MIGHTY 


MIDGET Family 


no 
jac 
but 
uny 
sk‘ 


Nationally Advertised in 


AMERICAN GIRL 


NE 
IMEs M 
SEVENTEEN 


PARENTS’ 


at 1, 
tiered 
sen 


barely 

Beige, troe 
honey to the | 
and textured silky a» 
for spring, 1957. Grav 


New York Showroom: 303 Fifth Avenue 
Montreal, Que. Showroom: Nugget Knit 
Pittsburgh Showroom: Carlton House 


Dallas Showroom: Dallas Handbag, 
1005 Commerce 


Dae 


able N, 
9 Sey 

overwneim seavics ouatay 

spring at. 

represents 


knit-like wools that are light in 
weight though bulky in texture, 
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Many stores in resort cities like Miami Beach, Florida 
have adopted a resort atmosphere for their interiors. 
Typical of these is the Jules Schoen, Inc., store on Lincoln 
Road, just four blocks from the public beach on the 
Atlantic Ocean, which is decorated with a tropical setting 
complete with a rocky water fountain and a wishing well. 


(The coins that 











TROPICAL SETTING 


rg. 
[he Jules Schoen Store in Miami Beach Features Luxuriant 


Green Potted Plants. Bird Cages. a Fountain and a Wishing Well 


panelled walls on one p bal , mT 
side of the store. with otted plants grow above door-length mirrors and the 
and a_ profusion of 


potted plants polished pine panels at one side of the 20 by 105 {i 


ruKr rO PAGE OOF PLEA 


Jules Schoen holds a swivel strap shoe that 
is a combination halter and ankle strap 
On the table are bareback shoe some of 
which are made in Miami 













1 running fountain and «a 

wishing well add to the 

charm of the Jules Schoen 
store in Miami Beach 


the well by the store’s 

















Above: There are wood customers are donated to the Children Variety Ho pital 


wrought iron bird cages are black wrought iron bird cages hanging from a wall « 


‘or the RESORT Trade. . 


rot 


store. Luxuriant green potted plants hang from the cages 





ARE YOU PREPARED? 
Come to the Greatest Showing 











LIST OF EVENTS 


© FREE PARKING OW SUNDAY 
AND WEEKDAYS AFTER 6 
P.M. 


© OPEN HOUSE 9 A.M. TO 
6 P.M 


© SPECIAL MERCHANDISING 


©@ REFRESHMENTS WILL BE 
SERVED 


“<izESS. 


THE NEW YORK SHOE WHOLESALERS 
MARKET WEEK AND OPEN HOUSE 
Jan. 20 through Jan. 23 


SPRING is just around the corner and so is EASTER. 
PREPARE yourself now for your best selling season. 


v4 


We, as a member of the N. Y. Shoe Wholesaler's Ass'n will help you prepare 
for the approaching Spring and Easter Season. 

Visit us at our Showrooms for the newest styles and colors. 

Since Easter is very early, it is advisable to place your orders NOW so that your 
shoes will be delivered on time. 


NEW YORK SHOE WHOLESALERS ASS'N 


DUANE, READE, CHURCH & W. BROADWAY ° NEW YORK, N. Y. 
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New York Retailers 

Optimistic for 1957 
IN the closing weeks of 1956, New 
York shoe retailers, by dint of special 
promotions, extra service and wide se- 
managed to 
registe! The 
weather was seasonable. Holiday shop 


lections of merchandise, 


satisfactory sales figures. 


pers gave traffic in stores a plus boost 
very often, customers welcomed 
the opportunity to sit down and rest 
their tired feet. Frequently, they felt 
the need of a lift to the spirits and so 
they bought a pair of new 

Women’s shoe promotions generally 
fell into four Tailored 
types, dress up gala shoes, all kinds 
of at-home and and 
storm footwear. Unquestionably, the 
emphasis in women’s shoes was on the 
holiday types in suede, peau de 
satins in black or dyeable white to 
match, some few vinyls. On most of 
these shoes there was a good deal of 
glitter—jet, rhinestones, gold bullion 
and crystals in trim and heels. Pumps 
the most favored but opened-up 
sandals and backless types were selling 
well, too. 

It was in the “at home” 
vory that the holiday and festive mood 
really had full play everything 
from Persian goat, golden scrolls and 
pearls on black or red suede, gold and 
ilver kid mules. “What does she wear 
on her feet when her feet home 
of an evening? Petticoat ruffles or black 


and, 


shoes. 
categories: 


shoes slippers 


sole, 


were 


shoe cate- 


stay 


satin boots, a moccasin or a gold kid 
mule.”” Black velvet with all sorts of 
trim was selling very well. There were 
also some “thong mules and flats in 


Chinese red, gold or silver silk and 
rayon brocade, peacock blue, Dior red.” 

In the men’s shoe field, business was 
reported to be good. One shoe merchant 
(and he can speak with 
everal 
one of 


in particular 
authority 
indicated: “December is 

months. There is good traffie 
and men are buying the regular dress 
well as lots of slippers.” 


because he ha 


stores) 


our best 


type shoes as 


At holiday time, gift certificates for 
slippers are an easy way to solve the 
gift problem and the advantage is that 


these certificates can be redeemed at 
any time in the new year. 
The general feeling is that bu 


is good. Although there are some mer 


iness 


chants who would qualify that state- 
ment with “it could be better,” in the 
main, figures compare favorably with 


those of 
are that 


a year ago and the prospect 


good business is ahead. 


Slippers and House Shoes 
Leading in Miami Shops 


THE two best selling lines in the 
Miami shoe market are slippers for 
evening wear and house shoes. Many 


of the shops have set up so-called “shoe 
bars” for slippers. Gone is the sturdy, 
comfortable “house slipper” of former 
years. Slippers are now slim and saucy, 
lush, vivid and highly decorated. One 
unusual number has a gay rose sprout- 
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January | 














Retail Trade 











ing from the toe; another trimmed 
with coins around the top which jingle 

the wearer walk These boudoi: 
lippers are in demand for wear with 


, and are 


t the ca 


velvet or other kinds of pant 
worn in the TV room, or a 
banas 

One shop devoted a full page to ad 
these lei Per 


of the country can 


vertising just ure shoe 


other section 


hap 


not sell leisure shoes as much as they 


do here because of the climate. It j 
cabana time almost every day and spe 
cial shoes are wanted for wear while 
loafing at the beaches. “Six month 
vhead of the nation” is the claim in 


the Greater Miami area. Styles can be 


followed farther north as the season 
advance 
There is 
kling 
Black 


with rhinestone 


plenty of activity in spar- 
the holiday season 
being tudded 
, butter 


Buc kle 


hoe for 


suede j shown 
and with bird 
the 


important, 


flies or flowers on instep 
and some of 
Not, however, 
they were a year apo 

beautiful, 


with decorated lucite 


and bows are 


the heels are decorated 
as lavishly a 

Cowen’s has a vinyl vamp 
that is just 


Bryant i 


hee! 


uited to the season. Lane 


howing a sandal of black mantilla lace 
embedded in vinyl with matching eve 
white 


sSaker’s is featuring 


bag’, 


ning 








amans christmas 


White m4 Lindy 
bd 
Silhouettes, always effective, display 


here three soft grained calf men's shoes 
with hand sewn details. Whitehouse & 
Hardy, New York (three cols.). 


atin, tinted 


the evening gown 
Richard ha 


Barefoot 


introduced 


Originals in its fashion showings and 
at each show two pal were yiven 
ay as door prize 
Selby has been doing a tremendou 


volume of pre-holiday elling Several 


of the leased de partment operated by 


the firm throughout Florida have been 
closed and the tock brought to the 
Miami store They were offered at 
half price 

Dunlap has a shoe for early winter 
It is of calf leather, slashed and an 
tiqued, The classic pump models have 
a high heel and low cut vamp; there 1 

matching handbag 

Jordan Marsh ij uggesting candle 


red for Christmas, in corkette, suede ot 
eall 

Boots Bootery celebrated its) anni 
versary In an unusual manner With 
every pair of ladie hoe old during 
the annive! ary celebration went i 
HO gift certificate There were ne 
trings attached; and the certificate 
redeemable on the purchase of any shoe 
in stock at any time within the year 

The newest of resort ho« ure not 
incovered as yet; they will be how! 
fter the first of the vear, and the mer 
ehants are promising a number of ¢ 


fine’ new ide i footwear 


Los Angeles Finds Sales 
In Higher Price Bracket 


He Christmas rush is over and the 
exchange season has started. Most local 
retailers report it tie best se rn ¢ i 

In both holiday and pre-Christma 
buying, there seems to be a growing 
trend among consumers to buy in the 
higher price bracket Reports of thi 
nature have been received from ich 
videly varying types of establishment 
is the Dudley Shoe Store, a little fam 


ily store in the town of Ridgecrest out 
ert, Harold Orr, buyer 
f men and boy’ 
Desmond’s, Beverly Hill 
Ketailers at all levels in between 
tated that pure haser 
in the high end of 
of them have 
the high end i 


” 


in the de and 


for the department at 
clothing store 
have 
how increa 
their 


gone 
gone 


ing 
interest line 
A fe 


t to say 


even far 
“keeping them 
busines 
ven Thom 
let that has 

footwear, ha 


r 


McAn, huge volume out 
built its business on low 
felt this trend and 


ells 


price 
has recently introduced a line that 
$12.95, high for thi 
is reported to be going great gun 

There 
thi 
[TURN TO 


for operation. It 


may be some connection be 
trend and extension of con 
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7: GRU, 2edect->o ue’, 200 Ge Celeb’, am det: h rare 


° Ziwes: 
Smooth ankle and foot 
hugging FIT 


® 
> THE LUCKY SALES CO . A proven SAFE, rugged, 


long-wearing tread 


A truly CLEAR plastic 
rainboot 








© DMsteMoleloMelele Metres + +t > ar 


in all these magazines: 


BY FAR THE GREATEST ADVERTISING 
SCHEDULE EVER! DESIGNED TO 
HELP YOU SELL AND SELL! 





come in all these sizes 


and LEFTS and RIGHTS 


SMALL (size 5) LARGE (size 8) 


MEDIUM (size 6) extra LARGE 
(size 9) 
med. LARGE (size 7) 


sizes 4 and 10 also available 


in CLEAR and SMOKE ~~ & 
an —e ' Z ~ 5, Seah % "»’ 
adjustable = NN A” —-#707 ‘UNIVERSAL FIT Aeeee Liatee 


lastic 
"aie (best for LOW heels down to flats) ® 


= #808 FORM FIT Avene Lewes 


(best for MEDIUM height heels) # 


Aun Dene’ 
(best for HIGH heels) 
and all these fine sales ees 
DISPLAY STANDS 


in brass finish, black wrought iron 
or chrome. Smart! Compact! Productive! 
Complete with 3 display boots 


PLASTIC FOOT FORMS 
CARDBOARD FOOT FORMS 
WINDOW BANNERS 
GLOSSY PHOTOS 

AD MATS 


ENVELOPE STUFFERS | 
Shipping from 3 different points. 
LOS ANGELES, CHICAGO, NEW YORK 


itt bk 


@® © LOS ANGELES CHICAGO NTA ER Ac] TMM? Guaranteed by > 


941 E. Third Street Ve 47 W. 34th Street Good Housekeeping 
(a NEW address) 48 avvrareseo 1 
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lb FROM 
credit, most of the 


thneninyg 


inc ¢é 


in the higher quality 
offer 
plan 


tronghold 


as been in establishment 
ure 40 day, or lay-away 


Thom MecAr 


and carry, ha 


lony a 
recently intro 
away Lem to a limited 
Gude’ 


both 
lipon, that retails at 


two downtown store 
il 


a men’s alligator, in 
Lie and 
dozen.) Shoe 


pair not a 


iy they : an @asy ‘ and 
with 
that 
market operation; 
but defi 


Spring 


doing a busine 


born in mind 
trade 
, Palm 
hop 

that the high 
volume proportion 
| till in the low 

it do« res that 


end 
Che 
end 
eal there 
trengthening locally of 


and best yrade ~ wv hi h could 


viven impetus by more in 
these 
gy from automobile 


ind 


een 


featuring of 


lines. In 
to refrig 
the 
to be asking about quality 
econd. It 


two, or 


television set con 
ithe 
ind ling first and price 
Vi buck or 
the 


quality, 


ild appear a if a 


even tive more on 


price Is 


provided tyle 


deterrent 


December Slippers Boost 
St. Louis Sales 
middle week of 


sund shoe sak in St 
at a tandstill 
Women’ 
fast and easily 
ber and first 
ped off 
ment and 
children’ 
thi 
Io balance the picture, bad 
old children’ 
Wome n 
like “hot « 
boot of 
while in 


two Decembe I 


buat 


{ 


Louis practically 


\\ hic h old 0 
week of Novem 


holiday type 
the last 
week of 


Men’ 


were 


December, drop 


harply hoe depart 
Even 


fell off 


tore quiet 
replacement busine 
during period 

weather 
volume 


went 


boot in 

protective rain boot 
akes.” In flat-heeled ver 
white led in 

heeled moke gray 
outdistanced rubber. With plas 
than 
one trongly favored the syn 
thetics, and applied the price difference 
toward the Christmas toys 


torm 


ions, 
plastic ales, 
version 
pla ti 
rubber 


tic rainboots costing les 


women 


56 


the slip- 
volume both in pairs 


Also bright in December wa 
, with 


aollatr 


per busine 


and in amount reported by eV 


eral outlets as considerably better than 
last year. Buyer 
feel that 


1 
will o 
Will £0 a 


and store managers 
of gift slipper: 
way toward helping De 
satisfactory 
price reductions 
( hri 


out of 


heavy ales 
ioOny 
cember figure reach a 
level. After-Chri 


customarily bring a lot of 


tma 
tma 
hid 
ay. Those in the know 


money and gift certificat 


ing also, dealer 


do not seem to be worried about final 


December tabulation 


November in suburban stores proved 


to be a most profitable month for fam 
ily-type stores. Gains over November 
of last 


10 per cent. One cancellation 


year were reported as high a 


hoe store 
uburb of Clayton made a large 
the 


one-cent 


in the 
pool by 


plash in clearance-sale 


“buy 
low price and 


featuring a hoe sale, 


one pair at the regular 
vet the 
Winter 
cluded. 

A special 


proved 


econd pair for only a penny.” 


and fall dre hoes were in 
howing of Julianelli foot 
ful 
department store. The better salons in 
; all 


are 


vear ucce for one major 


t. Louis are playing up resort 
limited in 


New 


include a 


hoe Style omewhat 


appeal, and sales are only fair. 


worthy patterns on 
call closed 
heel and of red piping; a 
black-linen folded | 


mule 
and 


view 


white pump with na‘ 


blue accent 
mooth 


vith 


vamp 
hell 


barebac k 


multicolor straw trim; 


pink broadtail with 


wide open toe and rhinestone trim on 
a rising throatline. The latter broadtai 
pattern is displayed also in white, gray 
and beige broadtail 

lines, a 
ling with 


and 


In promotional 
blacl 
matching 
ah The 


toe, with a 


top price 
and white checked silk 
handbag is getting oh 
flaunts 


tailored 


hoe a widely opened 


narrow bow point 


ing up the 1912 look. 


sJareback are everywhere in St 


oul both in the stores and on wom 


en's feet. Sales of mule-type footwear 
are definitely on the upgrade, with even 
heavier volume anticipated by dealers 
pring. The Spring-O-Lator attrac 
tion, heralded two years ago as an im- 


for 


portant style feature, is now sold only 


as a construction feature 


Chicago Optimism Felt 
Despite Spotty Sales 
CHICAGO retailers expect good spring 
business as they enter the new year. 
They optimistic despite the fact 
that retail business has been spotty for 


the past 


yood day 


are 


month. There have been some 
This 
downtown 


some very poor 
the both in 
and in neighborhood 
hopping centers. 
and branch 

better than 
downtown retailers are 
outlying 
busine 


ones. 
has been case 
tore shops and 
However, the outly- 
stores generally 
the loop. 
willing to 
have cut into 
They expect the trend 


ing have 


done those in 
Most 
admit 
their 
to continue. 


tores 


ale slow in 


There 


came 


Slipper were getting 
was a surge of busi 


within the last 


underway 
ness, but it 
There 
O’Connor & Goldberg ran quar 
advertisements 


ten 


day was extensive slipper pro 
motion 
ter large! 


throughout 


page o1 


almost daily December. 
Lytton’ 
of the largest 
devoted to 
Boot and other 


ne didn’t get underway 


ran a double page spread, one 
advertisements 
thi 
footwear busi 
until 


the first siz 


ingle 


eve! lippers in irea 
rubber 
mid 
brought 


December which 


able snowstorm 
Style will reach their mid-win 
this 
will 


hoe 


hoes 


ter selling peak month. January 


clearance sales probably cut into 
ales of current 
help boost total 
month 

Patent was off to an early 
old well in November, 
during December 


Textured, 


, but they usually 
sales figures for the 
start. It 
accelerated 
the pace 
lashed, and 


and is now 


etter hrunken, 





Pinseal, most delicately textured 


f leathers, ha 


e of L Miller's most 
I. Mitler 


The reader does a “doubletake" on this ad featuring a sealskin pump balanced on 


the nose of a seal. 


suede trim on a slim lowered heel. 


Made of black pinseal, the pump is finished with a velvety 


| Miller, Baltimore. (eight cols). 
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other treatments have helped stimulate 
sales. There has been a good play on 
broadtail, particularly gray. Classic 
calf shoes slowed in sales, but textured 
leathers have shown life. So have cobra, 
selling particularly well in casuals, and 
the latter in high priced 
Anything new seemed to get a 
Ripple cloth has done 
well. So has clear vinyl in combination 
with black suede. It 
good in Spring-O-Lators or 


alligator, 
shoes. 
good response. 


red or has been 
equally 
halters. 


This has been a good season for very 


dressy shoes and evening shoes. Star- 
dust gold and silver decorations and 
threads have been especially active. 
Resort shoes have moved well. White 


has been favored, but there have been 
good sales in straw and more interest 
in colors than was expected. 

Looking to the immediate future, 
local retailers expect patent to continue 
dominant for spring. Blue calf 
gives evidence that it will be strong or 
stronger than last year. Any shoes in 
the beige to brown family, especially 
flax, are expected to take over for the 


to be 


second selling period. 


Detroit Christmas Sales 
Nudge Ahead of Last Year 


DURING November and early Decem 
ber, retail the 
metropolitan ran 


sales in greatet 
Detroit 
equal to—or slightly ahead of——a 
ago. The only reports cf 
lightly below last yeal 
urban 


shoe 
area about 

year 
falling 


from 


sales 
sub 

the 

auto 


came 
adjacent to 
plants, where 


communitie 
large automobile 
workers are just beginning to recover 
from the long layoff of last summer. 
As the pre-Christmas rush got into 
full swing, sales were strong in women’s 
open styles for the holiday 
The preference was for fabrics such as 
textured silks, 
materials with the glint of interwoven 
metallic threads, and many of the styles 


Spring 


dressy, 


peau de-soie, heavy y and 


were jewel or bead trimmed. 


and T-strap patterns 


( lat r . 
high heel, led tne 


very slender, tiletto 


field in popularity. The heaviest sale 
type of dress shoe come in th 
‘ Christmas and the 


Christma and New 


on tnis 
eh betore 
week retween 
Year's 

In the women’s street shoe and day 
demand is for 


above all 


time category the 


black 


present 
calf 
With the tapered toe being 
fashion “must”! Light 


colored calfskins and textured leathe 


the closed pump 


other styles, 
accepted as a 
¢ 


their first appearance a 


are making 


forerunners of early spring—and are 


being bought mainly in the pale beigt 


and taupe tones. Detroit area women 
like the delicate detailing on the new 
shoes, such as small, neat bow and 
rows of fine, decorative stitching. Thi 
trend is particularly noticeable in the 


pumps. 
In the growing-girls departments it 


till “saddle and loafers’—the girls 
can’t be swayed from their loyalty to 
either black and white saddles, o1 
loafers in black or brown. Saddles are 
popular with the boys too—especially 


those of high school age. 

Men’s and boy 
tinuing to reflect the popularity of black 
the thres 


wear. tore 


hoe sale are con 


two or eyelet 
Some 
50-50 betwee 


for color, and 


dre report 
l black 


boy ; de 


tie for 
that sales are about 


and brown in the men’s and 


partment 


+ * 


Boston Sales Pick Up 
Despite Uncertain Weather 


UNCERTAIN weather through mid-De 


cember, characterized by unseasonably 
one day followed the 


failed to 


high temperature 


next by the threat of snow, 

dampen sales in most Boston store 

Retailers reported business as “fair” to 
‘very good” with all expecting Decem 
her volume to equal and very possibly 
better last year’s total siggest de 


mand centered on women’ hearling 


ined hoot which have enjoyed almost 












Palter DeLiso’s New 
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A top view of a shoe is used effectively to show the detailings of three twist 
styles. Stark line drawings on a broad white space bring focus on the bejeweled 
shoe fronts. 


Palter DeLiso styles. 
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two months of fast selling, followed 


lipper for Christma 


ning and regular dre hoe 


neplec ted 


One of the more ivnificant trend 
to take definite shape dur the month 
was the commitment of many retatier 


Main 


the need to improve profit 


Lo upgrading renuson viven wa 


without ac 


one lead 


tually increasing price \ 


tore buyer « pre ed 


ing department 


it aia | our best chance for a decent 
profit today.” Result were penera 
held to be promising 

At the Tremont St tore of Kay 


through the first tw 


Newport, sale 


weeks of December were reported ‘he 


ter than last year.” Best busine 


in a variety of evening and cocktai 
hoes with brocades, fabric and dia 
mond-slashed type finding most favor 
Wanted color were white ilvel ind 


gold, all in tapered toe 
The 


pread” in year 


been featuring its “best 
finds the 


and depth bringing good result 


tore ha 
variely 
Cone 


and 


immediately noticeable result has been 


fewer lost sales. Another in many cases 
has been extra pairage at a time when 
it was unexpected, The pace is ex 
pected to continue through the New 
Year with December proving the store’ 
best year-end month on record 

At Gilchrist’s which concentrates ot 
vomen’s medium priced, non-style foot 
ear, slipper and shearling boot sale 
have far outpaced the dressy lines, The 


had difficulty in finding fill-in 
hoot 
here de 
with al 
lipper sales have 


tore ha 


for shearling and is beginning te 


louse sale pite having tarted 


the season heavy stock of these 
been running about 


over last year But 
potty altho igh holdit 


pace ”" Littl 


iv per cent dre 
heen 
li ist year’ “unexcit ny 


xpected in the 


lntter tye ore 


hranklin imor Chestnut Hi I 
rban store ha found sale lowed in 

th neariing boot and dre nee 
hecause of the warm weather Volume 
running “about even” with last year 


followi 





into promoting |! Ch patent 


and repo 


momentum in what it hope i prof 
je experiment. There has been me 
nterest a pir ilKiT noes of ede 

ind nooth calf } n, na 
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The Shoe Stylist... 


..and the SHANES in his or her shoes 


Style is basic. Style selis shoes. 
That’s why shoe manufacturers put so much time, 
money and effort into styling. 
To keep styles “in style’ longer, many make it a point to use 
United Shanks. The right United Shank complements styling, 
preserves the basic lines of the shoe, gives your customer a better 
product. United Shanks are Vila-Tempered for extra strength 
and freedom from distortion. They fit like the master models. 

UNITED SHOE MACHINERY CORPORATION 

BOSTON, MASSACHUSETTS 


VITA-TEMPERED STEEL SHANKS 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 


— ee ee 








New York 


S$ HOE production in New York is good. What worries 
some of the 
the fact that they are held up in filling orders on schedule 
due to the slow delivery of certain leathers from the tan- 
neries. For example leather. It is obvious that 
patent is more important for spring than it has been for 
This leather figures prominently in prac 


manufacturers of women’s shoes, however, is 


patent 
some time past. 
tically all orders received by manufacturers—in some cases 
as high as 50 per cent-—-and slow deliveries hold up shoe 
making operations and delay shipments. 


For the 


optimistic. 


most part, manufacturers of women’s shoes are 
They are receiving very good orders for spring 
made for resort and southern wear first 


shoes. These are 


and then they will be the real spring shoes here, to bridge 
the seasons. 
Some of the 


and early spring are 


newest shoes that are ready for delivery for 
resort in unusual and off-beat color 
combinations. The big surprise is the emphasis and impor 


tance of navy blue—navy in suede, calf, (smooth 
pebbled, textured); silks or 


leather. Navy trimmed with 


patent 


other fabrics trimmed with 


a lot of white, gray or beige 
is getting good response 


Black is still very good calf or kid 


trimmed with white; 


in patent, There is 


a good deal of blac k some half and 
half black and white; black combined with light gray and 
black combined with red suede. The 


as they 


to browns are 
ago but the 
oatmeal shades are good in calf or kid 


beige 
not quite as important were a year 
new beiges in the 

Lasts seem to be more important than pattern. However 
pumps are in practically every line. The shoe that seems 


ty be in second place is the mule type and some of the 


factories that make middle-of-the-road type shoes have 
received good orders for new types of slings that have wide 
openings in the forepart. They are really banded, open 


with a back sling added 
colored printed silks or satins add a 


front mule types 
Novelty 
touch of spring to many of the new shoes 


Shoe 


linings in 
manufacturers in New York are starting the new 


year in good position, Their inventories are in good shape 
their figures will compare favorably with those of last year 


ind prospects are that good business will continue 


—— 
Chicago 
Tis is the outlook for the new year in the Chicago shoe 


market it will be stable; 
no major change in the structure. It 


business will be good; there is 


price seems only 


marked international complications can change this picture 
Certain trends established during the past 18 months will 
That is, 
initial buys will be smaller, follow up orders will be spread 


be intensified. Buying will become more seasonal 


over a longer period. Retailers will concentrate their stock 
in fewer They will also spread their stock over 
fewer styles within each line. 
Even high 


lines. 
Instock departments will 
fashion and novelty houses 
Many will 
Branch stores, out 


grow in importance. 
have been forced to turn to instock operation 
expand this service even more for fall. 


1957 
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ind shopping centers will 


lying and neighborhood shops 


definitely change the distribution pattern 

Initial buys were generally completed by mid December 
Production, spring 
shoes with orders slated through March. Second buys and 
will be placed by the 


Salesmen start out on the road right 


therefore, is now well underway on 


orders on whites, colors, and casuals 
end of this month 
after January 1| for this purpose. Retailers expect average 
increases of some five per cent. This hasn't been reflected 
at the 


buys 


level yet, due to later and smaller initial 
to fill 


reaction 


factory 

as they go 
So far, 
It will probably con 
trength. It ha 
Most 


again 


Retailers are definitely planning 
after they catch the 


all orders 


along public patent 
has been number one in 
tinue so, but blue has shown surprising 
been a larger portion of initial buys than last year 
beat on blue last 


Red has gained in strength, gray is in all pie 


retailers missed the pring and 


last fall 
tures. But, 


after warm weather sets in, it's expected to be 


the beige brown family, with emphasis on flax. That’ 
the way the orders are going 

Children’s shoe business has been good. However, buyei 
have shown considerable caution. This is evidenced in the 


small size of their orders. And in their tendency to “sam 


ple” styles. They are holding strictly to their budget 
But they are buying in strength the shoes they need. At 
the same time, however, they are showing extreme interest 
in new styles—buckshot leather, the new saddle type 
square toe loafers, and shell pumps with moc vamp. The 
addle is reported to be just as big for spring as fall, ¢ 
cially in welts 

Men’s business shows greater strength than a year ago 
This is due to the interest in the lighter weight construc 
tions. Retailers count on these for extra pairage. Shantuny 
combinations with mudguard treatment are good in two 
and three eyelet tic nylon traw | Dig ill over ede 
ire in the picture in slip-on Phe latter are good in tan 


brown, blue, pray and black Low cut, three ind four 


eyelets are taking over. Cushion crepe sports types, all 
over perforated leather ind stitch and fold two and three 
eyelet mudguard types are ill active It till black o 


prown, even for spring 


New England 


SALES and production in New England shoe factorie i 


have shown a gradual but definite 


weeks The 


early December opened 


i whole improvement 


in recent curtain on Easter orders through 


omewhat at mid-month and ha 


continued to lift. Indications are that new orders will 


continue to grow in volume as the spring selling season 
nears 

Bulk of the 
makers, particularly in women’s low 


Makers of medium priced line 


as do those in the highe: priced lines 


borne by tyle line 


priced novelty shoes 


lowdown has been 


a little more interest 
Men’ hoes find 


along the line but here 


report 
steadier demand all again the style 
houses are struggling to keep cutting 

best-of-all 
A leading maker of men’s 
PLEASE | 


The real tip-off on what looms as a 
staple 


spring 


come from the houses 


TURN TO PAGE 6] 





The Over-All Outlook for 
Shoe Business in 1957 
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particulal was outstanding for il 


onsistency and frequene y of Irie ntion 


the need for an “educational pro 


Viany 


this 


yam directed to the 


public 


shoemen were quite vocal on 


point. Iducational promotion of foot 


j een as @ primary nee d not 


hecause it well serve as a sales stim 


lant but because it will he Ip creat 


better public appreciation of — shoe 


value and prices paid lor shoes 


Another 


quent mention was the self-destructive 


comment that received fre 


manulac 
‘| hough all 


pr wes are a 


price Compe tition among 


turers and retailers alike, 


iwreed that competitive 


vital ingredient of doing busines 


man criticized the busines 


Ly pe of 


operation where price alone was the 


factor This Lope received 


poverninyg 


much ittention because shoemen 


costs ate st) 
higher 


ups and upgrading if 1957 is 


coon 
aa) irk 


lo brin 


pressed by rising 
cious of the need for 
return oon 


reason ible 


eflorts 


them a profit 


their 


Still another fre quently volunteered 


comment from shoemen was the need 
for improved and shai pened services 
in 1957-—both manufactur 

The gist 


the 


from the 
ing and retail standpoint L 
of the comments 


bulk of 


“pe I onalize dl 


this oreat 


highly 


retailer 


was 
shoe business is a 
ope ration om 


The 


price loses its dominant Importance as 


customer relations factor of 


the customer services are made more 


important Poday’s customer may Th 
but 
Above all 


Improve services in 


price-CONnse lous nol penny-con 


scious she’s service-con 
1957. say 


there Il he less 


proble m with desired markups and 


cou 


these shoemen and 


prices needed to vive a better return 


in profit’ margins 
Phe 


caine in for 


also 
Ire 


rie ed fo! 


proble m of markdowns 


much comment 
the 
make the 


than 


quently mentioned was 


shoe business to most of 


any viven season rather short 


selling it and the haste to clear out 


through early markdowns. Too many 


shoemen, say these criti Ss. haven't vel 
riding 


its full leneth. In 


realized the cash-in values of 


out the season for 


60 


the rush for turnover, too much of tt 


is going via too-early markdowns 
that slash into profits. 

Thus, most of the “problems fa 
the 1957 are 
tially the same basic problems of pre 
that they 


But despite the 


ing industry in essen- 


vious years —exe ept gather 


intensity. problems, 


the industry foresees a year of good 
business with ample opportunities to 
even the 


surpass good expectations. 


How Men’s Shoe 
Manufacturers See 1957 
[ CONTINUED FROM PAGE 34 
occasions and activities as they do 
thei 


3) Lengthen the 


clothes. 


selling season on 


seasonal styles, and postpone early 


markdown. sales. 


4) Trim costs through efficiencies 
to provide better markup allowances 


for the retailer and better profit 


margin for the producer. 
») Strong pr omotion of style-con- 


sciousness among men, based on the 


expanding variety of new styles and 
types of shoes that is giving a new 
footwear. 


the 


face lo men's 


6) Removal of state of mind 


that men’s business is primarily a 


replacement) business rather than a 


multiple-pair operation 


SUMMED UP 


Of all the manufacturing branches, 
the men’s branch is the least optimistic 
concerning the shoe business outlook 


for 1957. This does not mean. how 


ever, that this group is taking a dis 
couraging position. One 
“We're 
about projecting our sales figures. We 


know 
in the 


pro luce 


sums it up: being realistic 


going to be better 
field, 
way. The 
this For 


men’s shoes business 


busine ss is 


mens but not in any 


spectacular most signfieant 


thing is many years the 


and 
We 


out 


production 
much — static 

We began to climb 
1955 


sales was pretty 


were in a rut 


of the rut in with higher 


production, sale and men’s pet capita 
consumption than in many years. This 


trend continued through 1956. and 


we expect it to ride through 1957. 


Thus, we’ve reversed a trend down- 


ward and may well be entering a new 
era in this field. So far this has bees 
If it continues that 


it steady process 


shoe manutacturer 
look to a 
this 


way. every mens 


wid retailer can steady 


increase in volume vear and in 


the years ahead.” 


How Women’s Shoe 
Manufacturers See 1957 


CONTINUED FROM PAGE 30] 


Avain. the women’s producers feel 
costs 


optimistic about 


a bit 
than do the producers of anv of the 


more 


other manufacturing branches 
Regarding the profits outlook pic- 
ture, only 17 per cent of these wo- 
men’s producers are anticipating an 
improvement, while 49 per cent expect 


1956 levels, and 34 


States 


no change from 


per cent see an a tual drop. 


WoO- 


om producer, | ompetition in 


men’s shoes 
brackets 
than in any other 
And it 
Many 


unbranded, are 


especially in the volume 


always been tougher 


branch of the bus 


has 


HESS, continues to get even 


tougher womens lines, pal 


licularly in strictly 


price propositions. You meet or beat 


competitors’ prices of youre in tough 


traits, lo do this usually requires 


ome shaving off profits This as- 


pect of this business is going to get 


before it better.” 


PROMOTION PLANS 
\lore half (54 cent) of 


ill women’s. producers plan to step 


WOTSE gets 


than pet 


promotional activities and 
1957, 


16 per cent will hold to current pro- 


up their 


advertising budgets in while 
rams. None expect any letdown. The 
womens produc ers will be more ac- 
live in promotion and advertising in 


bran h of 
stated 


will any other 


1957 than 


the industry, if intentions now 
re fulfilled. 

In their commentary, the women’s 
ji oducers vol ed strong views on twe 
(1) The 

promotion, 
brackets 
fre- 


the 


for 
(2) 


particular points: need 


industry-wide shoe 


rid of 


comments 


fixed 
that 


eetting 
Other 


pr ice 
ret eived 


quent mention were: Educating 


retailer to promote those lines and 


offer 


repeal 


shoes which more profit and 
edu- 

mark 

retailers to 


brackets 


among 


business 


start 


promise more 


cating retailers not to 


downs too early: getting 
via 


the 


expand into new 
upgrading These 
and 


chief 


1957 by the women’s shoe producers. 


pl ice 
were 


challenges needs cited for 
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and beys’ “non-style” shoes retailing at $4.95-$7.95, reports 
he is seld up through Easter and his factory is running at 
capacity. The company’s sales are running at least five 
per cent over last year’s corresponding period. On the 
ether hand, another producer of men’s style footwear, re 
tailing at $12.95 and up, reports he is still waiting for the 
bulk of his spring business. His customers are 
sampled but are waiting “until the last minute” 
ordering in volume. 

The unseasonably “hot one day 


well- 
before 


cool the next” weather 
which prevailed through the third week in December con- 
tinued to depress business at the store level. However, re- 
tailers are convinced their troubles are due to the weather 
alone. Given a cold, sunny day, business has been found 
to pick up immediately. All of which leads retailers to 
believe that a spell of cold weather in January will take 
all the extra weight from their stocks. 

There has been a noticeable improvement also in chil- 
dren’s lines, here again in medium priced staples. How- 
ever, a leading producer of better-grade children’s shoes 
reports he is sold ahead through March and expects the 
balance of his pre-Easter business within the next couple 
of weeks. 


Los Angeles 


THE brilliant style work now being done by shoe de- 
signers, particularly in men’s lines, has of course, increased 
the extra-pair sales. But there may prove to be another 
side to the coin. Retailers, confronted by a dazzling array 
of possibilities, seem to be tending to place shorter orders, 
fearful of being loaded up when something new and strik- 
ing appears. 

Manufacturers report orders and reorders are plentiful, 
but for shorter runs and fewer variations. 
be that the retailer wants to “wait and see” 
preference will be. 
financing 
drastic mark-downs. 


Idea seems to 
what customer 
Also, short orders keep retailers from 
heavy inventories and reduce possibilities of 

The late Easter this year may also be adding to this 
situation. It will be possible to do extensive sampling in 
the coming weeks and still get a fair share of the spring 
trade. 

Some manufacturers state they intend to meet this condi- 
tion by not hitting the market all at once with all their 
fashions. Some hint they may release styles slowly, adopt- 
ing a “wait and see” policy themselves, holding back a 
few goodies till the time is ripe. Only the future can say 
if this is merely talk or will develop into a new method of 
doing business. 

Stylewise, the big sellers in women’s shoes have been 
patents, both plain and in combination with calf, velutto, 
and textures. Textured leathers hold strong in both men’s 
and women’s shoes. Men are going for V-tip llama grain 
with the texture pre-shrunk into the leather. 

The ladies still like their basics, with pumps as strong 
as ever. The very tapered toe is running as big as was 
with medium The 
word describes a new mid-height heel, thin, but not so 
A com- 
promise between a slim-taper and a clubby Cuban, it car- 


expected, especially “spinet” heels. 


trimmed down as the extremely slim-taper heels. 


ries grace to the rear of the pump yet provides more 
secure footing than the thin spikes. 
While blacks lead the market, the 


shades of Wedgwood blue and Benedictine are also gaining 


and browns new 


in importance, especially in high-fashion lines. 
Teens and pre-teens buying party shoes look for the 


“little Louis” heel, another version of the low or mid- 
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Manulacturingad Markets 
Tee 


Pe 


—_ 


: ---f; 


height heel, also well undercut. 








Makes ’em feel grownup, 
yet not exaggeratedly so, as if they were wearing Mom's 


shoes. 


St. Louis 


SHOE production in the St. Louis area has stepped up 
in the last two weeks. Although for many firms capacity 
has not been reached, it is generally felt that factories will 
reach peak production in the very near future. 

For specialty and novelty houses, capacity was reached 
late in the fall. 
on production charts as far back as last spring 


For some, even, there has been no slump 
Both size 
and volume of orders have speeded up in the first weeks 
This reflects 
retail, particularly in women’s holiday shoes. 

One 
styled footwear 


of December a good end of November at 


manufacturer of medium priced women’s trend 


says that on one spring pattern, a very 


sold out 
already re-ordering. Manufac 
that the 
pointed toe is exceeding popularity expectations 


pointed toe closed patent pump, retailers have 
their first supply and are 
truly 


Retail 


salesmen say that the pointed toe patterns are easy to fit 


turers and their representatives all say 


and easy to sell. 

Patent of course looms largest for spring, alone or in 
combination. In addition, pebbled patent is gaining in 
volume, along with broadtail, pearlized broadtail and all 
sorts of straws. 

A prominent St. Louis retailer stated in November that 
the shoe industry’s greatest challenge in the year ahead 
was to banish needle-heel breakage before it killed both 
needle-heels and pointed toes. A spot survey of producers 
in this area finds that every manufacturer interviewed has 
put, on his own branded footwear, the most thoroughly un 
cases the firm has ab 


breakable heels he can. In many 


sorbed the extra expense, averaging about 15 cents per 
pair. All 


struction and fabrication have been incorporated 


manner of improvements in composition, con 
Produc 
ers here sincerely believe that they have done all in their 
power to keep this problem from becoming an insurmount 
able one. One retailer who handles St. Louis made brands 
reported that only one pair of shoes was returned in the 
past three months for hee] breakage. To him, this record 
is an indication of improved construction 

Reliable figures on St. Louis department store sales of 
footwear for the first ten months of 1956 show good gains 
over last year. Sales of men’s and boys’ footwear were up 
ten per cent from the same ten months of 1955. Women’s 
sales registered gains of seven per cent, children’s shoes 
up nine per cent in sales, based on retail dollar amounts 
Although these gains may vary widely around the coun 
try, they serve to show why manufacturers feel that their 
final tabulations for the year 1956 will be satisfactory o1 


better, in spite of lean spring selling months at retail. 





Our word “galoshes” can be traced all the way back to 
the days of ancient Rome when poor people of the second 
They 


“(Gaulish shoe” because it was a 


century B. C. wore a wooden sabot in rainy weather 
called it the 
copy of a model that was popular in Gaul 


“Gallica” or 


Today, over 


two thousand years later, the peasants of Europe still wear 


such sabots, and our “Gaulish shoes” or “galoshes” are 


still donned for wet weather 





How the Children’s Shoe 
Manufacturers See 1957 
[CONTINUED FROM PAGE 36] 
gladly accept all the other conditions 
surrounding children’s shoe business 


for the year ahead 


PROMOTION PLANS 
Nearly a fourth (22 per cent) of the 
children’s shoe producers plan to step 
up their promotional and advertising 
b per 


programs for 1957, while 7% cent 


will continue with their present pro- 

grams. None expect to cut back. 
What do the children’s producers 

the 


needs in 1957 for 


major challenges and 


this branch of the 


considet 


industry 7 Here are the comments most 
frequently cited: 

1) An industry-wide campaign (by 
the juvenile group of the industry as 
a whole) to “educate” parents about 
shoes and shoe values for children. 

2) More care in expanding styles 
for 


“novelties” 


children’s shoes——avoidance — of 


and more selectivity for 
better tastes in styling. 

3) Concerted step-up of produc- 
tivity level as means of cutting prices 
or preventing further price increases. 

4) Getting more retailers to expand 
their price brackets in the juvenile 
field via upgrading. 

5) Getting retailers to emphasize 
services of store and quality values of 
footwear, rather than prices, in selling 


juvenile shoes, 


SUMMED UP 


The juvenile shoe branch recognizes 
that its huge market continues to show 
dynamic growth as record numbers of 
registered, 


new births continue to be 


This gives assurance of a 
ket. And high level of 
comes is tending to lift the erade o1 
the 
factor 

chil- 


a highly 


Mass mat 


consumer in 


shoes in demand in 
Add a third 
expanding style treatments in 
find 
vigorous market in every respect. 

Nevertheless, 


duc ers are 


quality of 
juvenile field, 
dren's 


shoes and we 


many of these pro- 


concerned about whether. 


under these dynamic conditions of 
growth and opportunity, the juvenile 
branch is achieving the full potentials 
involved, While there has been steady 
growth in production, sales, dollar 
volume and per capita consumption in 


the juvenile shoe field (more than in 


62 


any other), the question continues to 
be asked: Are we getting as much of 


our share as we should? 


How Slipper 
Makers See 1957 
[ CONTINUED FROM PAGE 37] 

among this group: 70 per cent expect 
higher costs, 29 per cent see no cost 
changes, and only one per cent expect 
a decline in costs. 

The breakdown on individual costs 
the 


expect higher labor costs (up 4.7 per 


shows following: 85 per cent 
# J 


cent); 90 per cent anticipate higher 
costs for materials and supplies; 65 
look 


and 45 per cent foresee higher 


per cent for higher overhead 
costs: 
distribution costs. 


Of 
the slipper 


all the footwear manufacturers, 
producers are the most 
if that’s the right 


them 


optimistic, word. 


Some 25 cent of 
better 

Another 
special change in profits, and 15 pet 


look for 


down even more. 


per expect 
1957. 


anticipate no 


profits conditions in 


60 per cent 


cent profits to be shaved 

Some interesting points were cited 
regarding profits among this group. 
Slipper manufacturers have almost 
perennially shown the lowest average 
net profits among the footwear manu- 
facturers. Hence, as one slipper make 
said, “There’s no other way to go but 
up. To go down any further on profits 
is just about the equivalent of going 
out of business.” 

Another significant viewpoint: The 
majority of slippers made and _ sold 
are unbranded—that is, not nationally 
advertised or known. In the footwear 
that 


unbranded merchandise is more sub 


industry, it’s cenerally believed 


ject to price and profits squeezes than 


branded goods; also, lower priced 


merchandise is usually 


the 


subjected to 
These 


factors, as more than one maker points 


same type of pressures. 
out, tend to keep a constant vise on 


slipper profits—-a_ vise constantly 
tightened by intense price competition 
among unbranded lines where price 


is the principal selling lever. 
PROMOTION PLANS 
Nearly a third (30 per cent) of the 
slipper manufacturers expect to step 
up their promotion and advertising 
activities in 1957, while 70 per cent 


will hold to present plans. 

Of those who plan to increase these 
activities, many cite that competitive 
pressure is at white heat in this field, 
and it’s a matter of “more vigorous 


promotion to survive.” 


How Independent 
Retailers See 1957 

[CONTINUED FROM PAGE 38] 
Many of the inde- 


pendents planning stepped-up promo- 


operating costs’). 


advertising activities 


that 


tional and 


mentioned these plans were 


motivated largely by “increasing 


competition” —chiefly from chains and 
department stores, Said one, “We've 


vot to do more just to stay even... to 


prevent any slide-back.” 

Nearly 
the independents will do some store 
This 


sist of everything from interior paint- 


one-third (30 per cent) of 


modernizing in 1957. will con- 


ing to new. store fronts. There is 
apparently an intensifying interest in 
store appearance. The reason is prob- 
ably aptly expressed by one retailer: 
“In 


every customer-appeal factor must be 


today’s competitive — situation, 
put to use. A good product and good 
prices with good services still isn’t 
enough. The competition is offering 


the same. As a result, the physical 
appearance of the store can give a 


needed added advantage.” 


THE CHALLENGES 


What do the independents consider 


the local challenges for their 
1957? Here 
in order of frequency of mention: 

1) The « ompetition of 


(Note: this 


major 


businesses in they are, 
shopping 
centers, 
first). 


2) Getting 


was a runaway 


good retail sales 


per- 
sonnel —and holding them. 
shoe 


the 
metropolitan 


4) Competition from 


chains, especially — in 
centers. 

1) Getting consumers to appreciate 
the inherent values in shoes. 
that 


is, whether to introduce them or not: 


>) Credit or charge accounts 
and if so, how to go about setting up 
a charge system. 

6) Achieving 


better inventory 


and maintaining 
balance. 

7) Control of operating costs. 
8) How to too-early 


cope with 


markdowns by competitors. 
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Washington Newsreel 
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| O | Al i 
There'll be nm if any, new laws written next year that | tj 5 hy } ng fo r Sa eS ? 
| :' O 







will be either antagonistic to businessmen or slanted in 






favor of businessmen. 
Moderation again will be the keynote in Washington. ~ 
On the whole, the government for the next two years ( ) 
; A 


will be fairly conservative, with Southern Democrats in 








the driver’s seat in Congress. 






Ike’s persuasiveness with congressional leaders of both 






parties will go far in helping to achieve the 1957 legisla 






tive program now being drafted at the White House. Presi 
dent Eisenhower got most of what he wanted during the 
past two years, and there is every reason to believe that 








he will continue to do so. 






Treat Tourists Like Regulars 


CoLoravo Sprines, Coio.-If the shoe retailer intends 






tu capitalize on the “tourist market” represented by many 






thousands of visitors to his community, he should treat the 






out-of-town shopper like anything but a tourist, according 
to Roy Allen, manager of the big Vorhes Shoe Company 






here. 
Vorhes, a complete family shoe store, requires no less 






than nine salesmen to handle its volume during the summet 






season when around two out of every five customers are 






likely to be tourists. In gearing up the store to handle 






tourist volume, Mr. Allen put himself in the tourist’s place, 






analyzed the situation and came up with some rather def 






inite conclusions. One of them was that most tourists hate 






to be recognized as such and feel that the resort city met 






chant is out to gouge them and otherwise is not likely to 






give courteous treatment. 






For that reason, Vorhes Shoe Company is careful to 






extend exactly the same treatment to the obvious tourist 






as to the long-term local resident. The surest way of put 






ting this idea across, Mr. Allen has found, is to make out 






the same sort of size record card on every sale to a tourist 







as is used for a local customer. 





The customer’s name, address, the brand of the shoe. 





size, and other details are all jotted down on the card 





When the tourist, surprised by this service, points out that 






he does not live in Colorado Springs, the salesman is ready 






with the response that the customer may very well want to 






re-order on a comfortable pair of shoes and that he can 






come in the following summer and find his size record 






neatly filed away to save time in making a future purchase 





ERE’S A‘ LURE that never misses with cus- 


Four-in-One Girl’s Shoe 
est tomers—genuine leather “SUPERSOLE” | 





“SUPERSOLE” is the LONGEST-WEARING 
sole on the market—with all of its desirable 
characteristics of LIGHTER WEIGHT, GREATER 
FLEXIBILITY and WATER-RESISTANCE tanned 
right in. 

“Bait” your lines with “SUPERSOLE”— for 
a record-breaking “catch”! 


SF ORGNrarry 


Shown in black patent, this shoe for inventory-conscious SALES CORPORATI ON 


retailers can be worn as plain pump, fancy pump with 27 SPRUCE STREET _ NEW YORK, N. Y 
removable ornament or buckle, dancing tie with ribbon | 
lace, or with instep or swivel strap. Gilbert Shoe Co. 
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How the Leather 

Industry Sees 1957 
[CONTINUED FROM PAGE 41] 

manufacturers generally. 


A number of tanners strongly 


emphasized a significant viewpoint 
that appears to be gathering strength 
in the tanning industry (as well as in 
the shoe industry). One tanner’s com- 
ment gives the gist of it: 
the 


a cost-plus 


“Traditionally. tanner has 


operated on basis: his 
margin 
the 
negotiation process between seller and 
the 
always shaved something off profits. 
Profit, 


something very elastic 


of hoped-for 


costs, plus a 


profit. But in customary price 


buyer, ultimate selling price 


therefore, has always been 


and uncertain 


and has usually been so trimmed 
down that the difference between cost 
and profit has been a hairline. The 
‘plus’ in the cost-plus formula has 
more often been a figure of speech 


rather than a tangible reality.” 
LEATHER TRENDS FOR 1957 
The challenges and trends facing 

the year ahead were 

The chief 


trends or developments in leather, as 


the tanners over 


cited in many comments. 


viewed by the tanners, are likely to 
he: 
1) Much 
tured leathers. 
2) Increased 


adaptable to casual and leisure type 


greater demand for tex- 


demand for leathers 
footwear. 

3) A decline in staple type leathers, 
compensated by other kinds of leath- 
ers such as specialty types. 

1) Greater emphasis on leather 
styling. 

5) Increased demand for more flex- 
ible sole leather. 

The greatest challenge for 1957, as 
seen by the tanners, is the ability to 
sell at a reasonable profit, instead of 
the the 


(This received overwhelming 


allowing buyer to dictate 
price, 
majority vote.) 

Second, increased competition from 
plastics and substitutes. How to meet 
this competition was a topic that drew 
A wide variety 


The 


significant fact, however, is that there 


substantial attention. 


of suggestions were proposed, 


appears to be growing concern about 


this “threat’’. 
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Third, the problem of cutting costs 
to enable both a lowering of prices 
and a greater margin of profit. Many 
of the comments dealt with technol- 
ogy as a means of reducing produc- 
tion costs. 

Fourth, the need for more modern 
merchandising techniques. This, say 
many tanners, is an almost virgin 
field for many leather manufacturers 
and is in great need of development. 
A number cited merchandising as the 
“solution” to many of the tanners’ 
problems. 

Fifth, how to overcome the short- 


of skilled 


matter of obtaining qualified person- 


age labor. Strangely, the 
nel was emphasized more than labor 


costs. 


How Shoe 
Chains See 1957 

[CONTINUED FROM PAGE 39| 
of the chain store character. Most are 
always maintained in tiptop shape, and 
it’s infrequent that any major changes 
necessary. that we 


are It’s simply 


never permit our stores to get out- 


dated in appearance. 
THE CHALLENGES 


What do the shoe chains see as the 


major challenges for shoe business, 
and for themselves, in 1957? Follow- 
ing are the comments most frequently 
mentioned, in order of importance: 

1) Improved and more vigorous 
merchandising. This includes selling, 
advertising, services and buying. 

2) Achieving a higher level of sales 
productivity via training of sales per- 
sonnel—and a better calibre of sales 
personnel. 

3) Meeting competition of stores in 
the bracket. (Note: a 


frequent complaint was “too many 


same price 


shoe stores.”’) 
4) Where to the 


further expansion into shopping and 


draw line on 
suburban areas with new shoe stores. 

5) How to get manufacturer pric- 
ing cooperation to provide retailers 
with better markup level to com- 
pensate for markdowns. (Chains cited 
the necessity of a minimum 46 per 
cent markup, and up to 50 per cent.) 

6) How to cope with, or fit in with, 
self-service or self- 


a trend toward 


selection shoe operations in some 


areas of the country. 

7) Better timing and more vigorous 
promotion behind key items. (These 
are the better profit-makers and need 
more promotion. ) 

8) More consideration of setting up 
charge accounts 


credit buying or 


(some chains mentioned a minor 
though growing shift of customers to 
charge-it stores.) 


How Department 
Stores See 1957 

[CONTINUED FROM PAGE 40] 
four per cent will cut back a bit. An 


appreciable number of these stepped- 


up programs will be the result of more 
cooperative advertising arrangements 


with manufacturing resources. 


THE CHALLENGES 
What do the department stores see 


as the biggest challenges to shoe 


particularly department 
for 1957? Here are 


business 
slore operations 
the principal things that were cited, 
presented in order of their frequency 
of mention: 

1) Finding and holding qualified 
shoe sales personnel. Many depart- 
stated that this 
increasingly serious problem. These 


ment stores was an 


stores, almost always situated in 
metropolitan areas, must compete with 
a wide variety of industries and 
businesses who are making the same 
appeals for prospective employes 

often or usually at higher wage scales 
than offered by department stores. 

2) Overcoming resistance to higher 
prices. (Note: though, as was stated 
earlier, the department store customer 
is often less price-conscious than the 
specialty store customer, there is now 
some feeling that shoe departments 
have reached a more serious competi- 
tive situation on their prices. ) 

3) Downtown business versus the 
trend to shopping center and suburban 
trade. Though many department stores 
have both downtown and out-of-town 
stores, the net gain for shoe depart- 
ments has not always compensated 
for the operation of two stores. 

4) Building extra pairage or ex- 
panded shoe wardrobes via an educa- 
tional program—getting customers to 
buy different shoes for different oc- 
casions or activities, as they buy other 
clothes. 
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Field Work Builds 
Work Shoe Sales 


Loncmont, CoLo.—Getting out into the farmer’s own 
backyard and investigating his shoe needs first hand is the 
only practical way to build work shoe sales volume, ac- 
cording to Neil Miller, of Ralph Miller Shoe Company, 
here. 

The Miller store, operated continuously in Longmont by 
the same family since 1926, sells one of northern Colo- 
rado’s top volumes of work shoes primarily because Mr. 
Miller speaks the farmer’s language. He makes it a rou- 
tine policy to spend at least a few days every year in this 
kind of first-hand investigation. Invariably a few hours 
spent out in the field produce a thoroughly worthwhile 
effect on work shoe sales. 

The Miller’s store carries work shoes for construction 
workers, dairy plant employes, farmers, surveyors, engi- 
neers, stockmen, cowhands, chemical plant workers, police- 
men, postmen, and all other active occupations in the com- 
bination industrial-agricultural area which Longmont cen- 
ters. Twice a year, the store stages a major work shoe 
sale, just ahead of the harvest season in the farm market 
and going into periods of maximum production in industry. 

“We carry only top nationally advertised lines of work 
shoes in the moderate to better price brackets,” Mr. Miller 
said, “just as we do in dress shoes. Our experience has 
been that it isn’t competitive price but long time satisfac- 
tion and durability which are uppermost in the work shoe 
customer’s mind. Consequently, we sell a lot of better price 
work shoes to the same farmers who buy Florsheim dress 
shoes from us and we use much the same approach. We 
point out in work shoe sales that the farmer or plant 
worker gets what he pays for and that nothing is more 
essential to his working efficiency, the way he enjoys the 
job, his own feelings, etc., than being properly shod for 
the job.” 

During one sale, Mr. Miller exhibited a pair of high top, 
reinforced steel-toe work shoes frozen into a block of ice, 
promising that the same pair, after the ice melted, would 
be placed back in stock. He encouraged store visitors to 
try to single this pair out from the others. This stunt got 
a lot of attention. 

In making his outside calls, Mr. Miller frequently cap 
italizes on the fact that he has photography for a hobby 
and shoots most of the photographs used by Longmont’s 
daily newspaper. When out on farm assignments, Mr. Mil- 
ler makes it a point to discuss work shoes with every 
farmer possible and carries out the same process in manu 
facturing plants in the area. 





Heels Important in Italian Shoes 





\N 


Delicate 24/8 heel on pale yellow pump with high-riding 

pleated tongue. Graceful shaped wooden wedge heel on 

mule with vamp in black and white leather print trimmed 
in red. Both from Lujan Sales Corporation. 
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How To Save Stops 











- Sueraton-M{°Acpiw- 


Hore: 


Chndor tw Eveuthing 


*% Same block as the Empire State Bldg! 
Near most sources! 


* Close to Penn Station, both Airline 
Terminals; B&O buses stop at door, Sub- 
way at entrance 

* Times Square, theatres, United Nations, 
Radio City and Grand Central all easily 
accessible. 


1501 ROOMS WITH BATH, RADIO: (NOW BEING 
REMODELED AND AIR-CONDITIONED.) MARINE ROOM. 
CAFE LOUNGE AND BAR. 


Queraton-M{CApin 


Hore 
Tn the Hoonk of the Dom Aone. 


Reservations: PE 6-5700 + Teletype: NY 1-2715 
Broadway at 34th Street 
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The Designer Speaks .. . 


“The biggest thing for 1957 is the 
pointy, tapered toe. And not just on 
high heels. It will be even bigger on 
an 18/8 medium heel. 

Retailers should not over-buy on 
pumps. If they do, they will be 
making the mistake of not rounding 
their stocks by balancing them with 
more open shoes. This is especially 
important for them to remember in 
view of the fact that we are going 


i into a warm season” 


Born in the United States and 
educated in trance and Ger 
man Henriette Simon returned 
to the States and studied at the 
{rt Students League and the Na 
tional Academy of Design 

Hler first contact with the shoe 
industry wa a a shetcher for 
1. Miller where she learned shoe 
making from the designing room 
to the finished product 

She freelanced for some of the 
le ading high style manufacturers 
in the industry. Then joined with 
her brother, Regi, and formed 
the firm of Simone Shoes 


Open shoes are a substantial part of the Simone spring line. Their most 
interesting shoe, however, is their unique pump, seamless even to its lining. As 
hown in the detail sketch here, there is no back seam. A novel treatment of 


the quarter conceals two side folds 





A Tropical Setting and vinyl with both low heels and 
. ati high. Women at the resorts want 
For the Resort Trade omething they can jump into and out 
of easily. This trend has brought about 
« decrease in all leather colored shoes. 
In dress shoes there is a trend toward 
lighter looking shoes, softer looking 
pumps and thinner heeis. The shoes 
carried by Schoen’s are Vogues from 
California and Allures, made in Miami, 
and unbranded lines. 


[CONTINUED FROM PAGE 51] 


in which there are imitation birds. 
The floor carries out the tropical 
theme with a carpet of green and 
white curved to give a modern touch, 
and this ties in well with curved glass 


windows at the entrance. In both the a ; 
rhere is also a demand for something 


other than the halter for dress wear 
lighting that goes on automatically at and Mr. Schoen believes he has the 
4 am. and off at 1 a.m. There are 30 &nswer in a swivel strap that curves 
five salesmen. from one side into an ankle strap and 
leaves the inside of the foot bare. 
Since there is a tendency for the halter 
to fall down, the swivel strap would 
solve this problem. This swivel strap 
is still in the development stage. 


window displays and the store there is 
nu system of indirect and overhead 


chairs in the store and 

Jules Schoen, president of the store, 
came first to Miami Beach 16 years 
ago, transferred by Ansonia from New 
York to manage their Lincoln Road 
store. He was co-owner of Barri’s 
from 1945 until 1952, when he sold The Schoen store has no charge 
out his interest customers but does have a service for 

The Jules Schoen store caters to the regular visitors, making any special 
resort trade with resort type fashions order with no additional charge. Re- 
that are typical of Miami, Honolulu, funds and exchanges are made at any 
Las Vegas or Palm Springs. This time on regular price shoes and also 
means bareback shoes of wood, cork on sale price shoes. 
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Although some Lincoln Road stores 
close during the summer months, 
Schoen’s is open 12 months of the year. 
The only concession to the decreasing 
number of tourists during the warmer 
months is in the closing time. During 
January, February and March, store 
hours are from 9:30 a.m. to 10 p.m., 
but the rest of the year the store closes 
at 5:30. 


Light, Bright 
And Airy 

[CONTINUED FROM PAGE 49] 
delphia Main Line suburb, there is 
parking for 35 cars. The trade, for 
which the store was planned, is high 
class. 

The Children’s Bootery is owned by 
tuss Robertson, who has been man- 
aging stores on the west coast and who 
came east when he heard that this 
store was available. He has been in 
the shoe business more or less since 
he got out of school but this is his first 
personal venture. He got into ortho- 
pedic work some years ago, studying 
and working with children and with 
leading orthopedic doctors. 

The layout of the store was the re- 
sult of Robertson’s familiarity with 
California interiors. He first had in 
mind a patio garden effect but dropped 
it because of the length of time it 
would have taken to get the furnish- 
ings. 

The shoes carried are Edwards, 
U. S. Rubber and Wellco slippers. 
How Trade Associations 

‘ P ‘ ~~ 
And Government See 1957 

[CONTINUED FROM PAGE 44] 

according to season of take-off. Efforts 
will be made by the tanning industry 
to develop new types of leather which 
will appeal to consumers as did the 
kinds introduced during the past two 
years. I forsee considerable activity 
along these lines, as well as good pub- 
lic relations by the leather industries 
of America tending to keep the public 
leather conscious. 

In my opinion the biggest single 
challenge to the shoe industry in 1957 
is in increasing the per capita con- 
sumption of shoes by men and boys, 
and maintaining the present rate of 
take by women, misses and children. 
Fair success was attained in these 
efforts during 1956 but there con- 
tinues to be considerable room for 
improvement and further expansion. 
New styles and designs intended for 
social activities, relaxation, and busi- 
ness, could readily bring about part 
of the gains to be made. 

[TURN TO FOLLOWING PAGE, PLEASE] 
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How Trade Associations 
And Government See 1957 
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by EDWARD ATKINS 


Exec. V-P, National Association of 
Shoe Chain Stores 


THE record pace of shoe production 
in the popular price brackets set in 
1956 


pected to continue into 1957, 


is ex- 
More 


specifically, for the first six months 


1955 and maintained in 


volume 
We 


increased 


at least, increases in dollar 
and unit sales are anticipated. 


Our for the 


dollar volume are based on the fact 


estimates 


that we think higher priced merchan- 


dise will be sold in the stores. Not 
the old stock at a dollar or two more 
but rather of higher value at the 
factory level, with a clear-cut em- 


phasis on high grade, better quality 
footwear in all categories. The prod- 

As for shoe consumption, this is pri- 
affected by 


long as the birth rate continues to 


marily population, As 
be high, creating new customers all 


the time, we think that what is ahead 


is the same as it has been for the 
past two years—increases in per 
capita consumption due to greater 
population. 

Another important factor is the 
expansion of retail facilities. Bright 
new stores, more conveniently and 


better situated, are being opened up 


and we believe that modern. selling 


techniques and the presentation of 


shoes more prominently and attrac- 


tively are bound to effect increased 


purchases. 
In the face of rising costs of doing 
the substantial invest- 


husiness and 


ment in expansion programs, I be- 
lieve that maintaining or increasing 
the profit ratio is the chal- 


the 


greatest 


year ahead. Retailers 


lenge in 
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f 


Sei a ve Sone 








the unit sale 


and they must increase their average 


must increase average 


mark-on, 












Pr 


by R. J. POTVIN 
President, 
Independent Shoemen 


| feel that we are on the verge of the 


greatest peak ever achieved in the 
history of the shoe industry in this 


country, and | estimate a production 
of 600,000,000 pairs for 1957. 

By January of 1957 the population 
of the United States will be 170,000,- 
000 while the birth rate for 1956 has 


set a new record of 4.202.000 babies. 


These two. situations of themselves 
will insure the modest increase nec- 
essary to make a 600,000,000 pair 


production possible. 

While there is enough inflationary 
pressure on the shoe manufacturer to 
warrant price increases at the whole 
sale level, I feel that competition will 
be such throughout 1957 as to hold 
price advances to a minimum. 

| feel that the biggest single chal- 
lenge facing the shoe industry in 1957 
will be to safeguard the independence 
of independent shoemen, thereby pre- 
venting the extinction of competition 
in our industry. 

We thus have a development where 
in fewer shoe manufacturers are pro 
ducing more shoes to serve more re- 


tailers. This appears to be a tendency 


toward more concentration on the 
manufacturing level, and with the 
chains on the retail level. 

However, one bright light shines 


through. The figures show that the 


big producers are getting a smallet 
the 


while the medium and small firms are 


share of shoe industry growth, 


vetting a larger share. However, it 
is not so bright on the retail end 
where the chains today account for 





about 23 per cent of the retail shoe 
dollar volume and about 32 per cent 


a tremendous 


LO ol 20 


of the pairage volume 


increase over their share of 





years ago. 
These trends and developments call 
vigilance—a united 


the 


Vigil 


lor greater 


lance——for year ahead by 


independents. 










by E. J. TRENCH 


Secretary, National Shoe 


Travelers Association, Inc. 
Wi are of the opinion that retail 
shoe sales in 1957 will be five per 
cent to ten per cent above those of 
1956. 


With Easter being later in 1957 
April 2 Ist 


a longer 


it will give the merchants 


selling season on so-called 


Fall 
this 


moisture 
help the 


They also expect additional 


spring footwear. was 


very good and will 
farmers. 
help from Congress. 


There are two challenges of great 


importance facing the shoe traveler 
in 1957. The late dates of the Na- 
tional Shoe Fair (the last week in 
October) do not allow the average 
shoe traveler sufficient time to cover 


15th. This 


dissatisfied 


his territory by December 


means late deliveries and 
We 
date for 


customers, suggest an early Or 


tober the National Shoe 
air 

Another challenge is the continued 
very item in 


the 


rising cost of travel. 


cost of travel borne by salesman 


has increased tremendously; yet, gen 


erally speaking, his rate of commis- 


sion has not increased since the horse 
days. In fact, in 


the 


and buggy many, 
rate of 


While it is 


many Cases, COTMMSsSiOn 


has decreased, true that 


higher pi if es on shoes have helped 
his earnings, they do not come any 
where near meeting his increased 


cost of living and travel expenses 






















nN METAL FURNITURE IT 


\ 's 
C 4 t> 
SINCE '97 


SEATING SATISFIES 
BOTH YOU AND YOUR 
CUSTOMERS 


Model 775-G Royal Chairs-in-Gang 
Flex-Spring Seats, Padded Backs, 
Replaceable Seat Crowns 


Why is Royal such an excellent choice for “heavy 
traffic’ areas? Because this long-wearing, good- 
looking steel furniture stays attractive with mini- 
mum maintenance, 

For store, office, stockroom—for executive suite 
or cashier—there are hundreds of well-built Royal 
models to choose from, in colors that rival the 
rainbow 

Durable, wipe-clean upholsteries lustrous 
chrome plating . . . sturdy inner construction 
This all adds up to true comfort, economy —to the 
Royal Look in modern business 


shoe stools, too 


You'll find this Royal Model 774 Shoe 
Stool in many of the nation’s leading shoe 
salons. Padded seat is upholstered in your 
color selection. Always focal points of 
attention, shoe stools become real busi- 
ness-builders when made by Royal metal 


craftsmen 


Royal Metal Manufacturing Company 
175 N. Michigan Ave., Chicago 1, Ill., Dept. 23-B 


Please send me free folders on Roya/ Metal Furniture and com- 
plete information on Roya/ Decorator and Design Planning Service 


individual__. 
Company__ 
Street__. 
City & State_ 
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Letters to the Recorder 





In Favor of Longevity 


Congratulations on a terrific editorial entitled. “Ten 
Commandments on Longevity.” I think this is positively 
terrific. 

I think it would be nice if this were gotton out on a 
card form and distributed so that people could keep it on 
their desk or in their pockets and give them a general 
reminder as to their health. As you know, I always feel 
that my most important asset is my health and I think that 
if more felt the same way that we would have a lot less 
sickness and a lot more happiness. 

KIVIE KAPLAN 
KIVIE KAPLAN 
TREASURER AND GENERAL MANAGER 
COLONIAL TANNING CO. 
BOSTON 


Thank You, Sir 


Your editorial outlook ef December 1 was a masterpiece 
and I think that everyone will profit in reading it and 
taking heed thereof. 

HERBERT J. RICH 
HERBERT J. RICH 
RICH’S SHOES 
WASHINGTON, D. C. 


Fifteen Shades of Brown 


I just wanted to say “amen” to your article, “Men Will 
Buy More Shoes,” in the November 15 issue. 

The hardest job in the world is to see what’s new in 
most of the new lines of men’s shoes from one season to 
the other. I often wonder what would happen if you took 
the spring line for 1955 for Manufacturer X and showed it 
to the merchandising and sales group of Manufacturer Y 
as their 1956 “new” spring line. Outside of the fact that 
one line might have 3 per cent more brown shoes than the 
year before, and perhaps a couple of wild shoes put in 
by some crazy stylist, I'll bet you five dollars they wouldn’t 
know the difference. 

Has anyone ever surveyed the rubber canvas footwear 
boys to find out what the color breakdown is on their sales 


of men’s shoes? 


If it has the same ratio of brown to black 
and the same low ratio of other colors as the average men’s 
shoe line, you have won yourself a new hat. 

If the necktie industry can convince the average fellow 
he needs a wide tie one year and a narrow one the next, 
and the clothing industry can call the “Ivy League look” 
good this year and poor next year, it seems to me some- 
body ought to be able to get men to stop thinking in terms 
of regular shoes in only two colors. Fifteen shades of 
brown are still brown. 

A. J. SCHNEIDER 
A. J. SCHNEIDER 
DEWEY AND ALMY CHEMICAL COMPANY 
CAMBRIDGE, MASS. 
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Coniaal Reports Biggest Year in History 





Nashville Company’s Net Sales Totaled $195,000,000, An 
Increase of 16 Per Cent—Net Earnings Close to $6,000,000 


NASHVILLE, TENN. — General Shoe 
Corporation has released figures for 
its fiscal year which ended on October 
31, showing net sales to customers of 
$195,159,136, which Chairman Maxey 
Jarman said was not only 16 per cent 
larger than last year, but also the big- 
gest year in the company’s history. 

Earnings per share of common stock 
amounted to $2.32 on 2,416,213 shares, 
the average number outstanding dur- 
ing the year. This compares with $2.31 
per common share in 1915 on 2,148,658 
shares, this total reflecting the two for 
one split of common shares effective 
March 9, 1956. After taxes, net earn- 
ings were $5,912,698, an increase of 
12 per cent over last year. 

During 1956 General Shoe paid out 
its 97th consecutive quarterly dividend 
on common stock. In March the com- 
mon stock was split two shares for one 
and the adjusted dividend rate was 
raised. The old rate was $2.50 per 
year per share, the same dividend rate 
for the past nine years, and after the 


two for one split would have been $1.25. 
General Shoe raised this rate to $1.50 
on the new stock. 

The report comments that dividends 
on common stock have averaged ap- 
proximately 60 per cent of the earn- 
ings during the past five years, and 
that dividends on the preferred have 
been paid in accordance with terms of 
the issues. 

In January of 1956 General Shoe 
offered new common stock to the public 
through a group of investment bankers. 
This additional stock was equivalent to 
320,000 shares on the new basis, for 
which the company received $9,280,000. 
In October the company also placed 
privately an issue of $8,000,000 of 5 
per cent preferred stock. Both issues 
were steps in preparation for future 
growth of the Mr. Jarman 
said. 

The report shows that stockholders’ 
equity at end of the business year was 
$62,007,554. Working capital amounted 
to $66,863,972. 


business, 





St. Louis Footwear Sales 
Show Ten-Month Gain 


St. Louris — Department store sales 
of all types of footwear registered 
gains for the first ten months of 1956, 
as compared with the corresponding 
1955 period. 

Figures released by the Eighth Dis- 
trict Federal Reserve Bank of St. Louis 
show that men’s and boys’ shoes and 
slippers were up 8 per cent in sales 
through October 31. Children’s shoes 
and women’s shoes each showed gains 
of 6 per cent over sales figures for the 
same period last year. These tabula- 
tions, based on retail dollar amounts, 
cover department store activity in St. 
Louis, Louisville, Memphis and Little 
Rock. 

For the St. Louis area alone, sales 
of men’s and boys’ shoes and slippers 
were up 10 per cent for the first 10 
months of 1956, compared to a like 
period of 1955. Sales of children’s 
shoes were up 9 per cent in St. Louis, 
while sales of women’s shoes increased 
7 per cent. St. Louis figures were con- 
siderably better than the Eighth Dis- 
trict averages. 

Department store stocks of shoes on 
hand were listed as up 7 per cent for 
children’s shoes, as compared to the 
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same date, October 31, last year. Stocks 
of women’s shoes were shown at no 
change from corresponding date last 
year. Stocks of men’s and boys’ shoes 
and slippers were given as 12 per cent 
higher this October 31 than last. 


Shoe Stores’ Employes 
Get Christmas Bonus 


WASHINGTON, D. C. Rich’s Shoe 
Stores have paid a Christmas bonus of 
an extra week’s pay to all employes 
with more than one year’s service. Em- 
ployes with the firm less than a year 
received half a week’s pay. Rich’s em- 
ploys about 65 persons in its three 
stores. The bonus announcement was 
made by Frank H. Rich, president of 
the firm. 





See ’Ya Later, Alligator 


Skins of the alligator are getting 
scarce, Louisiana fur traders say. Dur- 
ing the year ended June 30, only 10,266 
hides were shipped from the state for 
conversion into handbags, belts and 
shoes. That's about a third of the 1951 
volume. Fur traders complain the ‘gators 
are being killed too rapidly by oil men 
whose companies are exploring the se- 

cluded marshes. 





Joins His Father and Uncle 
In Hack Shoe Co. 


DetTroiIt—James Arthur Hack, son 
of Morton and Helen Hack, has followed 
his father and uncle Leonard into the 
family firm, the Hack Shoe Company, 
28 Adams West, this city. 

He was graduated from the Univer 
sity of Michigan where he was affiliated 
with Tau Delta Phi fraternity. 





JAMES A. HACK 


He has spent several summers learn 
ing shoe fitting and other facets of the 
40-year-old business, founded by his 
grandparents, Nathan and _ Pauline 
Hack, now of Santa Monica, California 


Jim is twenty-two years old, and 
lives with his parents at 18262 War 
rington Drive, Detroit 


Boston Radio Stations to 
Play Up Shopping Weather 

BOSTON Boston retailers, plagued 
by the uncertainties of winter weather 
and its effect upon business, have de- 
vised a new approach to the problem 
that may reap sales dividends. 


At a recent meeting with Boston 
radio station executives, members of 
the Retail Trade Board protested 
against the practice of local dise 
jockeys in warning shoppers of im- 
pending rain or snow. As one down 
town shoe retailer put it: “We had 


a threat of snow for three days in a 
row recently. The snow never 
but neither did the business 
jockeys kept warning people to be pre 
pared for the weather and everybody 
stayed out of town.” 

The Retail Trade Board the 
dise jockeys to adopt a more optimistic 
of weather. Rather than warn 
hoppers against the weather, they 
want the platter spinners to point out 
the advantages of spending a rainy or 
snowy day in town, shopping comfort- 
ably amidst all the downtown advan 
The theme of the future is to 
be: “It’s a wonderful way to spend a 
snowy afternoon shopping in Boston.” 


came 
Dise 


want 


view 


tayes. 
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21 Ads Contribute to Unusual Opening of New Sullivan Store 


AM JULLIVAN 


1 @) 3) 


4! 


Reconstruction and decoration of this new Sam Sullivan 
Shoe Store in Laredo, Texas was completed within two 
months after lease was signed. A new front was built, 


LAREDO, TEXAS-—Twenty-one display 
advertisements in the 
Laredo Times heralded the opening of 
Sam Sullivan Shoe Store here. 
The whole opening promotion was de- 
liberately unorthodox. 

Of the 21 ads, ranging in size from 
one-quarter to three-quarters of a page, 
only the first mentioned that the store 
This also the first ad- 

ever to appear the 


one issue of 


another 


wa new wa 


vertisement on 


front page of the Laredo Times. 
Further, Mr. Sullivan had an agree- 

with the newspaper that, if the 
refrained from his 

contractors and suppliers, he would not 


ment 
Times soliciting 
ask for free publicity. 

In effect, there 
No price 


” 


‘ 


‘opening. 
were offered; no 
were 


was no 


reductions 
prizes or flowers 


given away; 


friends and associates were requested 


45 feet of warehouse space were added to the interior, 
the ceiling was lowered and an air-conditioning system 
installed. The architect was Alfonso Leyendecker. 


not to send flowers. The 
simply opened for business. 

Reconstruction and decoration were 
completed within two months after the 
signed. A new front was 
added to the store, 45 feet of warehouse 
space were added to the building, the 
ceiling was lowered and air-condition- 
ing installed. 

The new store is at 
Street, Laredo. 


store was 


lease was 


1213 


Hidalgo 





Awarded to Make 


Oxfords for Air Force 


Contracts 


Awards of contracts 
more than 200,000 pairs of 
oxfords the Air Force 
announced at the Philadel- 
Depot. 


PHILADELPHIA 
to make 
black 


have 


dre for 
been 
phia Quartermaster 

Endicott Johnson Corporation 
60,000 pairs at a price per 
The J. F. McElwain 


manufacture 154,920 


will 
pair 
Com- 


make 
of $5.64 
pany is to pairs 
at $5.675 per pair. 

The Hood Rubber Company has re 
ceived a contract to make 13,582 pairs 
of 15-inch black rubber boots at prices 
from $3.58 to $3.90 per pair. 


the Air 


ranging 
Thi 


For« c 


procurement is also for 


Four New Family Stores 
Opened by Thom McAn 


NEw YoOrK Thom McAn 
four new family shoe stores on Decem- 
13, in Knoxville, Tenn., Coral 
Gables, Fla., Port Arthur, and 
Santa Barbara, Calif. The new stores 
are operated by local companies. 

The store at 523 S. Gay Street, Knox- 
ville, is operated by Knoxville Thom 
McAn, Inc., and managed by James C. 
Cooper, who first joined Thom McAn in 
1936, 

The Coral Gables store is located at 
41 Miracle Mile managed by 


opened 


ber 


Tex., 


and is 
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Emile De Marzo, who has been asso- 
ciated with Thom McAn 1942, 
It is operated by Coral Gables Thom 
McAn, Inc. 

Marcos Krummel manages the new 
located in the Weingarten Port 
Arthur Shopping Center, which is op- 
erated by Port Arthur Weingarten 
Thom McAn, Ine. 

Santa Barbara 
operates the new store at 
Street in Santa Barbara. 
ager is Charles E. House. 


since 


store 


McAn, 
1131 
The 


Inc., 
State 
man- 


Thom 


Branch Outlet Opened 
By Nashville Store 
TENN 
Nashville 


store 


The Family; 
has opened a 
new branch the ide 
near the entrance to the Madison Shop 


The 


NASHVILLE, 
Booterie of 
on west 


ping Center. marks it 
third new suburban 
located at Hillsboro 
hopping centers. 
In addition to a 
orthopedic 


family, 


opening 
unit othe 


Hill 


with 
and Green 
complete stock of 
and 

the 


dres 


dance, work 
for the 
features a merry-go 
round for the f ree 
gifts. Men’s and boys’ shoes are con 
centrated in the while chil 
women’s are on the ground 


entire new 


fou 


youngsters, 


hoe 
unit horse 


and 


basement 

dren’s and 

floor with 
Liburn 


the accessories. 


Tabb is manager 


Evaluation of Dealer Aids 
Subject of NRDGA Session 

NEw YorK 
creative selling will highlight the Sales 
Promotion Division’s Tuesday morning 


A “live” presentation of 


session during the 46th annual conven- 
tion of the National Retail Dry Goods 
Association, January 7-10, at the Hotel 
Statler, here. 

This meeting will be under the direc- 
tion of Arthur See, publicity director 
of Saks-34th, New York. 

The presentation, “What Creates A 
Sale,” 
facturer-retailer cooperation. The Sales 
of NRDGA 
that 


of dollars in so-called dealer aids pro- 


will be directed to better manu- 


Promotion Division has 


been stating for years millions 
vided by manufacturers have been go- 
ing down the drain. 

This 
Talon, 
of its kind on the types of creative sell- 


division, in cooperation with 


Inc., conducted the first survey 
ing aids retailers want, and the forms 
they should take. 
portant stores were interviewed in this 


Executives in 42 im- 
survey. Their opinions and specifica- 
tions will be vividly interpreted and 
projected in an entertaining series of 
fast-paced skits, instead of the usual 
slide films. 

Recorder 
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Pointed Toe Publicized 
By Shoe Fashion Board 


Sr. Louts—The Shoe Fashion Board 
of St. Louis departed from its usuai 
“Shoe-of-the-Month” format on Janu- 
ary 1 to call public attention to the 
pointed toe as a fashion “pointing to 
a whole New Year... a whole new 
era ...in the shape of shoes to come.” 





This Delmanette, selected as "Shoe of 
the Month" by the Shoe Fashion Board 
of St. Louis, was chosen to call atten- 
tion to the pointed toe as a fashion 
“pointing to a whole new era in the 
shape of shoes to come.” 


Utilizing Delmanette’s Tri-Lace 
pump on Hamilton Shoe Company’s 
new Sorrentoe last, the board pointed 
out, by word and illustration, these 
trend-setting features: first and fore- 
most, the delicately slim, very tapered 
toe; second, the pencil-thin unbreakable 
aluminum heel, leather-covered; third, 
the folded topline; fourth, the shorter 
backline; and finally, the softness and 
flexibility of construction. The large 
illustration of the shoe was surrounded 
by smaller sketches pinpointing the 
five aforementioned features. 

In a concerted effort to spread 
the word about pointed toes, the board 
followed up the feature’s appearance 
in the St. Louis Globe-Democrat by 
mailing glossy photographs of the 
sketched layout as well as photographs 
of the Delmanette shoe to fashion 
editors throughout the country. A 
complete fashion story on this major 
shoe trend for 1957 accompanied the 
illustrative material. 

Here in St. Louis, A. C. Warren, 
merchandiser of men’s, women’s and 
children’s shoes for Scruggs, Vander- 
voort & Barney, enthusiastically backed 
the board’s shoe selection with a sub- 
stantial buy on Delmanette’s Tri-Lace 
pump. He selected it in Tabac brown as 
well as in black Velutto, both sparked 
with black patent leather hand lacing 
on the toe and black patent leather- 
covered heels. 


City Plans Parking Lot 
LACONIA, N. H.—The first parking 
lot project of its kind ever undertaken 
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in New Hampshire moved a step nearer opened in the Westgate Shopping Cen 
realization in this city, when the mayor ter on South Ballenger Highway be 
and City Council gave their unanimous tween Hogarth Avenue and Miller 
approval to a $446,000 bond issue to Road, Flint. The store, owned by Louis 
cover this project and other city im- and Max Harris, who also own the 
provements. original store started 27 years ago by 
Under the plan, shoe dealers and Louis Harris at 6401 North Saginaw 
other merchants will join with the city Street, is the first to be opened jointly 
in financing the creation of additional by the father and son. 
parking facilities for store patrons. The store contains 9000 square feet 
———- of space and besides carrying a com 
plete line of men’s, women’s and chil 
Flint Department Store dren’s ready-to-wear clothing, has a 
Opens Second Unit ¥ Sopertmnent, 
ieodore G. Hotten is manager of 
FLINT, MiIcH.—A _ second unit of the store. He comes to the new outlet 
Louie’s Department Store has been’ from Belleville, Mich. 


QUALITY 


boys’ shoes that 
give you 
STEADY PROFITS and 
STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 










features that guarantee their long wear, fine 
fit and genuine comfort. They're espe 
cially crafted to stand up under the 
rough use boy’s shoes receive, and 
give the kind of wear that brings 
customers back! If you sell 
boys’ shoes, you owe it 


to yourself to investi- 






+6431 


gate Brooks! 


Rust buck casual, leather welting, 

full grain leather insole, unlined glove- 

soft leather upper, foam sole and heel, com- 
bination last. IN-STOCK, B, 4-7; C, 3'/,-7; D, 3-7. 


ooumLE TOF 
GUARANTEED “RiP STITCHING 
peoor’ NYLON 
CLOSED SEAMS 


check these 
unique 

features for 

longer wear _“‘ 


Wi0t VARIETY OF 
LONG-LIVED OUT SOLES 









GEnuind LEaTwee 
_- Diaeree vinines 


“BROOKSY” 


G ve TNE ANALING 
YY) ‘ 
Q ~ TYP LEATHER UPPERS 
Or 
-~@ 4 
- GEnuIne LEATHER 
XK 
3 \ 


Write today for 


FREE wie 
IN-STOCK catalog! 





1 TOR BRASS 
MAILS LOCK SOLE 


A0O txT8A whee 


THE WILLIAM BROOKS SHOE CO.— NELSONVILLE, OHIO 


“World’s largest independent manufacturer of boys’ welt shoes” 





A b Sh P | line of Western specialties including 
0 ut 0 e€ vr Op S boots for men, women and children. 
oo Robert Jack is the manager. The Tempe 
store, a branch of the main Porter store 
Lynn’s Footwear has opened at 303 company for nine years. He is 29 jn Phoenix, covers 3,750 square feet and 
N. Neil Street, Champaign, Ill. It car- years old is the seventh in the chain founded in 
ries women’s and children’s shoes. Mr. . ° ° 1876. 
and Mrs. Walter Linville own and man- Abraham Perman is the manager of * ¢ *¢ 
age the store the newly opened Schiff Shoes store Robert W. Rice of Lawrence, Mass., 
. . “ in the Mil Pine Plaza, at Niagara Falls, has been appointed New England sales 
A. 8. Beck Shoe Co, announced pro- N. Y. The store has 2,500 square feet representative for the Rhythm-Flex line 
motion of Norman Hyman as manager of floor space and is a family opera- of Johnson, Stephens & Shinkle Shoe 
to the new Philadelphia Bala Shopping _ tion. Co. of St. Louis. Rice was formerly 
Center store recently Hyman, who " ” “ manager of a Boston shoe retail store. 
was employed in another Philadelphia Porter’s Store, which opened recently . ¢ * 
store as a salesman, has been with the in Tempe, Ariz., is carrying a complete At a meeting of the board of directors 
held December 3, Donald C. Burgess, 
vice-president, was elected a director of 
Spencer Shoe Corporation, of Boston. 
” * + 

Ernie Barbush, with 25 years’ experi- 
ence in the retail shoe business, has 
opened the Tennessee Walkers Shop at 
38 N. Court Street, Harrisburg, Pa. The 
store will handle men’s footwear ex- 
clusively. 

” . . 

Shoe Box store will open a second 
store on the ground floor of the Her- 
mann Professional Bldg., Houston, 
Texas, William F. Douglas, owner an- 
nounced. Under manager Kenneth 
Ayers there will be three sales persons 
well trained to fit shoes from the pre- 
scriptions of doctors. 

* - 7 

Fred Mellon has resigned as general 
merchandising manager of Gimbel’s, 
New York, after four years in the posi- 
tion. His resignation is effective Janu- 
ary 5. Before taking over his most 

“4 . recent position, Mr. Mellon was divi- 
walking right off your counter vat sional rey Ma manager at Gimbel’s 
for women’s and misses’ shoes, ready- 

to-wear, millinery, and fashion acces- 


sories. He joined the store 13 years ago. 

* ” ” 
fe t k Hy Miller, formerly operator of the 
OO SOC S by Hy Miller store opened in 1941 and now 
co-owner of the Elmor Shoe Co. of 
Chicago, has bought the Lane Shoe 
Store at 678 Broadway, Gary, Indiana. 
He will take personal charge of this 


, ; third unit in the Elmor chain. The firm 
Move so fast, your big job is keeping them in x has two stores in Chicago. 


TRADEMARK 





stock! Better check today; make sure you're i * * * 


covered in every size style. Good shoe stores j Julius Johnson has become associated 
; with Queen City Shoes, Inc., a new firm 
: in Manchester, N. H., as office manager. 
sale — thanks to Footlet's exclusive features: He was formerly with the Selby Shoe 
no-show shell vamp, power grip stay-on heel pad, s Co., whose West Hancock Street fac- 
tory building was purchased by the 
BACK STRAP Queen City firm. 
against odors and germs. Styles for every : + so 


sell several pairs per custome: with every shoe 





fashioned side-seam too. All Footlets Sanitized® 





shoe in Tycora® and Hi-Test Helanca® stretch >» Herman Luebbe, operator of Luebbe’s 
(one size fits all), sheer run proof nylon St. Lawrence Corner Shoe Store was a 
‘ leader of a Price Hill merchants group 

and fine cotton lisle . om oO q sae: : 
tn 20¢ to 89¢ which succeeded in establishing a neigh- 

' — CUSHION BALL P ; ’ 
Nationally advertised in Seventeen, Life, McCall's, Charm OF-THE-FOOT borhood parking lot to aid merchants 

Good Housekeeping, Glamour and N. Y. Times Patent #2771691 in that suburb of Cincinnati. 


* * * 








Jon’s Shoes, a store formerly located 


é } /ashing Stree Chelsea, 
JjJ.W.LANDENBERGER & CO. 365 Firtl AVENUE, NEW YORK, N. Y 16 ' sy hington re et, pio ae 
NLASS. las been move oa 2W *a- 
Manufactured in Canada by Cosmo Underwear Co., Ltd. Exclusive Canadian Licensee tion at 432 Broadway, that city. John 


Chalfin is the owner. The new store is 
much larger than the one vacated. 
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Coordinates Shoe Sales 
In Six Western Stores 


DENVER—Clay Montgomery came to 
Denver only a few months ago as mer- 
chandise manager of Joslin’s shoe de- 
partments in the firm’s six stores, but 
already he has achieved an enviable 
record in shoe circles. Under his guid- 
ance a new and large branch has been 
opened in Joslin’s new store in Boulder, 
Colo., branch managers and sales per- 





CLAY MONTGOMERY 


sonnel have been given stimuli in in- 
creasing shoe sales and profits, and co- 
ordination of activities for the six 
stores has been accomplished. 

Mr. Montgomery has tied together 
the promotions of each of the stores so 
that they are inaugurated and carried 
through to completion simultaneously. 
Merchandising and advertising are also 
coordinated from his downtown Denver 
office, and early in December he re- 
ceived the “go” signal from store offi- 
cials for the remodeling of the down- 
town store’s shoe department into a 
75-chair shop in which women’s and 
children’s shoe departments will be 
combined. Work will start after the 
first of the year. He has also accel- 
erated the buying of handbag coordi- 
nates with shoes and emphasized co- 
ordinated selling in all six stores. The 
Joslin besides downtown and 
in Boulder, are located in four Denver 


stores, 


suburbs Lakewood, Aurora, Mer- 
chants’ Park and Englewood. 
Joslin’s new shoe merchandise man- 


ager came here from Joplin, Mo., where 
he had been buyer and merchandise 
manager of Newman Mercantile Co. for 
three years, supervising in the men’s, 
women’s and children’s departments. 
Prior to that time, Mr. Montgomery 
had been with the Wohl Shoe Company 
for 12 years in Tulsa, Fort Worth and 
Oklahoma Citv. <A native of Enid, 
Okla., he started in shoe retailing in 
1938 with the Newman Mercantile Co. 
there, later going to Wohl and then re- 
turning to Newman. 


Abraham & Straus Executive 
Winner of Tobé Award 


NEw YorK Walter Rothschild, 
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chairman of the board of Abraham & 
Straus, and a founder and chairman 
of the executive committee of its parent 
organization, Federated Department 
Stores, Inc., has been chosen 1956 win- 
ner of the Tobé Award as “Retailer of 
the Year.” 

The Award’s board of trustees said 
that Mr. Rothschild was named to re- 
ceive the honor, known as the “Oscar 
of Retailing,” because of his ‘“contribu- 
tions to statesmanlike business leader- 
ship and the truly extraordinary range 
of his community and philanthropic 
activities.” 

Mrs. Tobé Coller Davis, leading mer- 
chandising and fashion consultant 


“i 





R | oc 
— “Ouy, V ane - 


known professionally as Tobe, who 
sponsors the award, added that it 
would be presented at the annual 
“Bosses’ Dinner” at the Hotel St 


Regis, New York, on January 9 


Lewis Kenney Dies 

LYNN, MAss.—Lewis Kenney, 76, of 
West Peabody, former Lynn shoe man 
ufacturer, died at after a 
heart attack. 


his home 


A native of Lynn, he had operated 
his own shoe manufacturing business 
in East Lynn for many years before 


his retirement. He was also a former 
director of the Security Trust of Lynn. 


.@) 
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witH FAMOUS MAUL LER 


FOOT DEFENDER SHOES 


F Your opportunity for a sound, profitable business! ‘ 
‘A Offer your customers superior fit, unequaled comfort! : 
/ No markdowns, but you will have 
j more satisfied, repeat customers than 
j you ever thought possible 


WEALTH LAST 


3744—The 


EXPRESS Tie 


12/8 Wood Kantscuff Heel 








All over navy blue kid 
Puff stitch trim 
Six-eyelet tie 

Long inside counter 


SIZES IN STOCK 
AAAA 7 to Ii 
AAA 6'/, to tl 

AA 5'/, to II 

A5 to Il 

BS toll 

C5 to tl 

D5 to 10 

ES to 9 

EE Si, to 9 


Also available in 
Black—Style 37£3641 
White—Style 33750 


COMPANY, Inc. 


Founded by ALBERT E. KLINKICHT 
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Year-End Statements Asked 

From 2,649,782 Companies 

YORK This month, Dun & 
Inc.’s 140 United States 
offices are mailing annual requests for 
year-end statements to 2,649,782 busi- 
ness concerns listed in the Dun & Brad- 
treet Reference Book. Ninety-eight 
years ago, the first Reference Book 
published contained 18,513 U. S. busi- 
Today 34 
business 


NEw 
sradstreet, 


ness listings, for 26 states. 


of the 4% tates have more 


Swivel 


New York 628 Marbridge Building 
Dallas. ..6-133C Merchandise Mart 
Seattle. ..224 Terminal Sales Building 


14 


WE 


listings than the entire country had 
nearly a century ago. 

Nobody in the credit reporting 
agency remembers when the first state- 
ment request was mailed out nation- 
wide. But men with generation-long 
careers in the business say, “We’ve 
done this ever since I’ve been here.” 

The statement are being 
sent this year to manufacturers, whole- 
alers, and retailers in all lines—to the 
one-man corner grocery store worth a 
few thousand dollars as well as to cor- 


requests 


__ party shoes 
to make 
your 

_ Easter 
Selling 


, 


For extra pairage this Spring, 
feature wonderful 

Trimfoot Miniatures. 

Finest detailing at 

these modest prices: 


Sizes 2 to & retail from $4.95 
Sizes 8% to 12 retail from $5.95 
Sizes 12% to 3 retail from $6.95 


Send for Trimfoot Catalog 

for Spring-Summer 1957. . . the most 
comprehensive catalog 

in the infants’, toddlers’ and children’s field. 


COMPANY | 


Trimfoot Terrace * Farmington, Mo. | 


porations worth millions. Each year 
the statement request includes a mes- 
sage from the agency’s president. This 
year, president J. Wilson Newman 
writes: 

“It does not matter whether your 
business is large or small or middle 
sized. The vast majority of business 
enterprises in this country are small to 
medium. American business could not 
exist if sales were made and credit 
extended only to the premium concerns. 
One thing is certain, however, you get 
more merchandise and quicker ship- 
ments when your credit position is 
available to the supplier for prompt 
decisions, 

“No man likes to step into the dark. 
When he sees where his goods are go- 
ing, and knows something about the 
man who is going to handle them for 
resale, he makes prompt credit de- 


cisions. 


Vew Booklet Offered 


The letter concludes with an offer of 
a new booklet, “The Pitfalls in Man- 
aging A Small Business,” which is a 
case history report of the more com- 
mon problems facing business men to- 
day. Single free copies are available 
to readers requesting them from J. 
Wilson Newman, President, Dun & 
Bradstreet, Inc., 99 Church Street, 
New York 8, New York. 

The time taken by the average busi- 
ness man or his accountant to fill out 
a financial statement is saved in estab- 
lishing credit reiationships with those 
from whom purchases of merchandise 
are to be made. A single statement 
submitted to the credit agency is made 
available to all subscribers of the 
agency who indicate a credit interest. 
There is no charge or cost of any kind 
to the business man for processing his 
statement. 

The information furnished in the 
statement is handled confidentially. It 
is made available only to subscribers 
of Dun & Bradstreet who agree to hold 
all information in strict confidence and 
to use it only as an aid in determining 
the advisability of granting credit or 
insurance, and for no other purpose. 
These subscribers pay the entire cost. 

When the retailer or any other busi- 
ness man mails in his statement, he has 
taken the first step toward establish- 
ing or maintaining his credit standing. 
For it is the financial statement that is 
one of the important parts of a credit 
report on a business. Credit managers 
and insurance underwriters find finan- 
cial statements helpful and often neces- 
sary in order to check orders or to 
grant insurance. 

Upon receipt of each financial state- 
ment, one of Dun & Bradstreet’s 1,800 
trained credit reporters takes over and 
includes the statement as part of the 
credit report on that business. The 
report includes an analysis of the fi- 
nancial statement; a history of the 
business; and a description of what the 
business does and how it pays its bills. 
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On the basis of the information in 
the credit report, a rating is assigned 
and this rating, together with the 
name, is made a part of the Dun & 
Bradstreet Reference Book. This book 
is revised every 60 days so that when- 
ever a business man makes purchases, 
the information is up-to-date. The list- 
ing in the Reference Book contains a 
Standard Industrial Classification Code 
Number which identifies the line and 
kind of business. The rating is com- 
posed of two elements. A letter of the 
alphabet, indicative of the financial 
strength, and a numeral, reflecting a 
composite of the financial stability, 
character, and payment record. 

The merchant who promptly mails in 
his financial statement helps his sup- 
pliers make immediate decisions about 
extending him the credit he seeks. 


Shoe Corporation Reports 
Sales Gain of Nine Per Cent 

CoLuMBUs, O.—The Shoe Corpora- 
tion of America has reported 48-week 
sales of $68,931,439, a gain of 9.17 per 
cent from the $63,142,663 volume of 
the comparable period in 1955. 

Oscar L. Fleckner, secretary-trea- 
surer, said sales for the latest five-week 
period, ended December 1, 1956, totaled 
$8,191,878. For the comparable five- 
week period ended December 3, 1955, 
sales were $7,477,735. 

Shoe Corporation of America has in- 
creased the number of its retail units 
from 593 to 636 this year. Officials 
plan to add another 30 outlets in 1957. 


Kinney November Sales Show 
Increase of 18 Per Cent 


NEw YorkK—G. R. Kinney Corpora- 
tion November sales increased 18 per | 
cent—from $4,039,000 in November of | 
1955 to $4,758,000 in the same month | 
last year. The 11-month totals did not | 
show quite so high an increase. In 
1955 they were $41,315,000. In 1956 
they were $45,552,000, an increase of 
10.3 per cent. 

At the end of November, 1956, the 
corporation had 366 stores in operation. 
In the corresponding month of 1955 
there were 355. 





Declared by International 


Common Stock Dividend Is 
St. Louts—The board of directors of 
International Shoe Company has de- 
clared a quarterly dividend of 60 cents 
per share on the company’s common 
stock. The dividend is payable Janu- 
ary 1, 1957 to stockholders of record at 
the close of business December 14, 1956. 
This payment represents the one 
hundred and eighty-third consecutive 


Wolverine Pays Dividend 
ROCKFORD, MiIcH.—A dividend of 35 
cents per share on all outstanding com- 
mon and no-par stock was declared by 
the board of directors of the Wolverine 
Shoe and Tanning Corporation. This 
dividend was payable December 24 to 
stockholders of record as of December 


or 11.45 per 
months ended 
amounted to § 


This compares with $6,726,103 for No- 
vember, 1955, an increase of $770,220 


with $76,707,228 
last year. This 
761,382 or 3.60 per cent 





dividend paid on the common stock. | 
Dividend payments have an unbroken | 
record back to 1912. | 


January |, 1957 


15, 1956. 


Edison Reports 11 Per Cent 
Gain in November Sales 


St. Louis 


HI-LO. (SHOWN 

No. 902 

EXTRA HEAVY-DUTY 
BOOT FOR HIGH, 
MEDIUM OR LOW 
HEELS 

CLEAR AND GREY 
4s ee ai) 


No, 801 (NOT SHOWN 
FOR HIGH HEELS 
CLEAR AND GREY 
SIZES 5-6-7-8-9 


RETAIL 2.00 
PREPAID 

6 DOZEN OR MORE 
alituns 

ad , a / 
* Guaranteed by * 
Good Housekeeping 


win! 


4 
S Advre 


Edison Brothers Stores, 
Inc. reports consolidated 


$7,496,323 for the month of November. 


Opens 2nd Richmond Store 


RICHMOND, VA Baker’s ha 
its second shoe store in Richmond at 
the Willow Lawn shopping center. The 
suburban store features dre and 


open d 


net sales of 


casual shoes, slippers and handbags 


rizzie DOO 


« Tealajosemannu 


. 
4 TWO STEPS AHEAD 
DESIGNED TO ‘FIT RIGHT FOOT 
DESIGNED TO FIT LEFT FOOT eee 


ONLY DRIZZLE BOOTS HAVE THESE: 


@ NEAT, SLIM, ADJUSTABLE 
DOUBLE FASTENING—100% GUARANTEED 
PATENTED FRONT FOLD 
TRIPLE THICK HEEL AND SOLE 
EXTRA HEIGHT FOR ADDED PROTECTION 


g 
~ Ce 


Our 


E-X-P-A-N-D-E-D 
NATIONAL ADVERTISING 
SCHEDULE IN 
GOOD HOUSEKEEPING 
CHARM 
PHOTOPLAY 
TRUE STORY 
VOGUE 
SUNSET 
HOUSE & GARDEN 
SEVENTEEN 
GLAMOUR 


COFFEY-HOYT PRODUCTS, INC 
GARDENA, CALIFORNIA 
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New Store Arrangement 


CLEVELAND—Faflic Shoe Store’s new- 
unit in the Shopping 
Center, Cleveland, has a number of in- 
novations in store design and facilities. 
From the unusual! and distinctive lay- 
out of the department to the 
highly imaginative facilities offered in 
the the new 
store is designed, according to co- 
Fred and Henry Wildau, “to 
insure more efficient selling and more 
relaxed buying.” 

By locating the men’s department in 
an area easily accessible from the other 
departments and placing the chairs in 
a back to back arrangement rather 
than against the wall, the Wildaus feel 
they have made the department less 
formidable, as is often the case in fam- 
ily shoe operations, yet private enough 
to suit masculine tastes. By dividing 
the men’s department from the wo- 
men’s with only a half partition, sales- 
men can easily see men customers from 
any point in the store, thus insuring 
them of faster service. This partition 
is made of plastic rock ledge with 
wrought iron trims and is also used to 
display the store’s top shoe brands. 
Another feature of the men’s depart- 
ment is a series of extended shadow 
box displays. Designed to extend a foot 
beyond the wall, they appear almost 
within reach of the customer and in 
vite his inspection. 


est Parmatown 
men’s 
children’s 


department, 


owners 


SCOITS . . 


The newest in SCOTT'S 
fine line of quality Insoles 


Taking our ve from the immediate 
popularity of the Cadence Step Insole, 
this new item is patterned along the 
same lines with one exception—it is 
designed for those men and women 
who require more ARCH SUPPORT 
than is possible through the use of 
Foam Rubber. Here our finest grade 
of orthopedic sponge rubber has been 
used to provide firm, flange-type sup 
port for the inner longitudinal arch 
and needed support beneath the meta 
tarsal arch of the foot. Then, to in 
sure maximum walking comfort, a full 
\44'' medium firm sponge rubber bot 
tom is applied to the underneath side 
of the insole. 


The results—real support for the meta 
torsal and longitudinal arches, PLUS 
a thick sponge padding to absorb the 
shock of walking and standing on hard 
unyielding floors and pavements 

Men's Sizes 6-13 Ladies’ Sizes 4-10 

STOCK NO. 8605 
$15.00 Dozen Pairs $171.00 Gross Pairs 


SCOTT 
FOOT APPLIANCE CO. 


1701 WEBSTER ST. © OMAHA, NEBR. 


Makes for Better Service 


Another Faflic innovation is the in- 
clusion of a special men’s sock display 
unit in the men’s department. This 
idea according to the Wildaus, has in- 
creased men’s sock sales considerably. 

The children’s department of Faflic’s 
Parma store has been, from its open- 
ing, the big attraction. The first week 
a free T-V Ride was set up inside the 
store which kept the children busy 
riding and watching moving pictures. 
A special photo booth with a life-size 
cutout of the TV character Captain 
Kangaroo invited opening day custom- 
ers to have their picture taken with 
this T-V celebrity. These two attrac- 
tions made up part of the Faflic Shoes 
Playland, a three-dimensional muraled 
wall at the rear of the store in the 
children’s department. 


Candy Corner a Feature 


The Playland also includes a Candy 
Corner, where children can pick up 
candy and toys; the House of Mirrors, 
which features a trick carnival mirror; 
a balloon vendor with free ballons and 
Faflic’s traditional] monkey cage, where 
two live monkeys cavort for the amuse- 
ment of young and old. The monkey 
cage which has also been used in Fa- 
flic’s Shoregate store for the past year, 
has proved to be the real attraction 
at Parmatown. 


All stock in the new unit is aranged 
in three-foot, free-standing shelves 
along the walls with double-tier dis- 
plays running the length of the store 
above them. To enable customers to 
examine handbags without waiting for 
a salesclerk, a free-standing display is 
used at the entrance to the store for 
handbags. This is in addition to a 24- 
foot handbag and accessory bar. 

The over-all color scheme in the 
store is a combination of dusty rose 
and green walls. The floor in the men’s 
department is a white terrazzo-type 
asphalt tile, turquoise carpeting is 
used in the women’s area. Department 
distinction is also emphasized through 
varying chair designs. Walnut chairs 
with tan upholstery are used in the 
men’s section, while black chairs with 
textured yellow Duran identify the wo- 
men’s section. The children’s depart- 
ment features salmon textured Duran 
chairs. 

The display windows in 
Parma store also offer some unusual 
effects. Two 22-foot long and 6-foot 
deep windows are used, one straight, 
the other L-shaped. They are lighted 
with special 24-foot horizontal light 
fixtures that give the effect of a lumin- 
ous ceiling. Driftwood hung from the 
ceiling is used as the main display 
motif for the windows. 

The new Faflic unit is managed by 
Howard Schwartz, who has also been 
made a partner in the store. 


Faflic’s 





NEW! 


BUCKLE-BACK! 


FOOT-KING” 


Goodyear Welts 


#79514 
In Stock 


IVY LEAGUE influence so important in Caps, Slacks, etc. has already made 
this style a successful seller. Fawn color brushed shag upper, Black heel 
|strap and buckle ornament. Black piping on quarter, Black crepe sole, Anti- 
fungus drill, Leather lining, Leather insole. 


79514 Men's sizes 6 to 12 widths B, C, D 
77514 Boys’ sizes 3 to 7 widths B, D price 


rice $5.70 net. 
4.85 net. 


FOOT KING: Your headquarters for STOCK SHOES. RIPPLE SOLE Oxfords, 
Men's sizes 6 to 12; widths B, C, D, E, price $7.75 net. 


WELLINGTON 
#79935 $6.65 net. 


Men's 6 to 12, width B & D. 


(Jet) Boots, 
SHU-LOKS Tested and Proved in Boys’ sizes 5 to 7; 


Ock Leather Soles, Black #79934; Brown 


STILT-SOLES—''Mile High'’ Thick Black 


Crepe in Shu-Loks; Loofer; Bal. Patterns. 


REG-E-STURD @ Boys’ 
A to E $4.60 net. 


WRITE FOR 
OUR COMPLETE 
CATALOG 


shoes: 


soles guaranteed; sizes 1 to 7, width 


Foot King Shoes Are Nationally Advertised 


A. S. KREIDER & SON CO. 


PALMYRA, PA. 


Dept. 11 
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STYLE 7611... 


STYLE 6611... Misses’ 


Sizes 


“D" width 




















Growing girls’ 
Sizes 32 thru 10 
"A & ''C"’ widths 

Priced at $4.75 


Sizes 12'2 thru 3 

*B’' & ''D'' widths { 
Priced at $3.55 3 
Children's 

82 thru 12 


Priced at $3.55 


Infants’ 
Sizes 4 thru 8—‘'D"’ 
width. Priced at 
$2.95 


In white, with 
tassels of any 

school color 
or combination. 


Illustrated Catalog 
on request 


Made by folks who know fine bootmaking 


ACME BOOT COMPANY 


Clarksville, Tennessee 
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James A. Gray 


READING, PaA.—James A. Gray, man- 
ager of Farr’s shoe store here since 
1947, died December 8 at the age of 63. 

He had been associated with Farr’s, 
Inc., for 30 years, joining the com- 
pany’s Easton store in 1926. In 1931 
he was made manager of the Easton 
store and was transferred to Reading 
in 1947. 

Before joining Farr’s he was in the 
shoe business in New England, Phila- 
delphia and Reading. He was a native 
of Providence, R. I. 

Surviving are his widow, Lucinda 
(Swenk) Gray, sons James and George, 
at home, and a daughter, Mrs. Paul 
Kase, Jr., Cambridge, Mass. 


Kenneth W. Watters 


BUFFALO, N. Y.—Kenneth W. Wat- 
ters, former Buffalo shoe dealer, died 
in Santa Barbara, Calif., according to 
word received here. 

Mr. Watters was a past president of 


the Buffalo Chamber of Commerce and 
a past director of the National Shoe 
Retailers Association. 


He was born in New Brunswick, 
Canada, came to Buffalo in 1907 and 
organized the retail shoe business of 


January |, 1957 


Watters Walk-Over, a firm which con- 
tinued until 1910 when the K. W. Wat- 
ters Co. came into existence. Among 
other firms he headed were The Ster- 
ling Shoe Corp. and the Watters-Stet- 
son Co. 


His widow and two sons survive. 


Mrs. Maude Weldon 


MILWAUKEE, WIs. Mrs. Maude 
Nunn Weldon, 86, widow of the late 
president of the old Nunn, Bush & 
Weldon Shoe Co., Milwaukee, died at 
her home in Milwaukee after a long 
illness. 

A native of Bonham, Tex., she wa 
married to William Edgar Weldon i: 


1896 and came to Milwaukee in 1912 
Her husband, who died in 1952, was a 
founder of the shoe firm which pre 


ceded the present Nunn-Bush Shoe Co 


Her brother, Henry L. Nunn, was a 
co-founder. 
Mrs. Weldon was a member of the 


First Church of Christ Scientist. 
leaves her brother, Henry L 
brother, Charles G. of Bonham, and 
two sisters, Mrs. Charles G. Stevens of 
Md., and Mrs. Albert 
Sweeney, Dallas, Tex. 


She 


; anothe) 


Baltimore, 


shoe stores, 
drive-ins 
and 
shoe 
promotion 
buyers 


1215 Washington Ave 


Sample Rooms 


We Offer Quality Jobs, Cancellations 
~~ and Closeouts in Branded Footwear to 


oo CANCELLATION 


Our prices 

on fine shoes, 
bought direct 
from the best 
known makers 
are in line with 
our nationwide 
reputation 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You 


Set Up a Profitable Operation 
Quality Shoes Since ‘32 


M. K. WEIL Shoe Company 


“While in Town See Weil” 
Saint Louis 3, Mo 


Los Angeles New York 


James H. Golden 

BROCKTON, MASs.—James H. Golden, 
66, retired shoe executive, died here at 
Brockton Hospital brief 
illness. 


following a 


Mr. Golden had been superintendent 


of the Golden Sports Shoe Co. in 
Brockton for several years Pre 
viously, he had been associated in a 


production capacity with several shoe 
factories in the area. 

Mr. Golden is survived by his father, 
Daniel J. Golden, and two sisters, Mrs. 
John W. Corbett of Brockton, and Mrs 
Helen Moran of Lynn. 


Mrs. Ann Rimler 


MIAMI BEACH, FLA.—Mrs. Ann Rim 
ler, 53, died at her home in Miami 
seach, 

She came to Florida 10 years ago 
from Greensburg, Pa., and had been 


associated with her husband in the op 


eration of their shoe firm on Lincoln 
Road, Gainesborough Shoes, Ltd 
G. D. Beckel 

INDIANAPOLIS, IND. George Daniel 


seckel, 80, former advertising manager 
for the Marrot Shoe Store, died in his 
home, here. He retired from the shoe 
company several years ago. 
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succeeds Mr. Felsenfeld. He, in turn, 


Felsenfeld Honored by a ee Se er. en 


At testimonial dinner to Sidney B. Felsenfeld, left to right, Jacob M. Brandwein, 
Mr. Felsenfeld, and Edward Lipkowitz. 


New Yor«K A testimonial dinner, 


introduced Edward Lipkowitz who pre- 
sented a beautiful set of luggage as an 
expression of esteem from the New 
York Shoe Wholesalers’ Association. 
In charge of arrangements for the af- 
fair was Lewis Handel. 


Annual Meeting of NESLA 
To Be Held January 9 


BOSTON The New England Shoe 
and Leather Association, the oldest 
association in the shoe and leather 
trades, will celebrate its eighty-eighth 
anniversary on Wednesday evening, 
January 9, 1957, according to associa 
tion president A. W. Berkowitz, trea 
surer of Bourque Shoe Company and 
Songo Shoe Manufacturing Corp. This 
annual meeting and banquet will be 
held in the Imperial Ballroom, Hotel 
Statler. 

Guest speakers will include Honor 
able Arthur E. Whittemore, justice of 
the Massachusetts Supreme Judicial 
Court and former counsel to the asso- 


Approximately two hundred persons ciation, and Robert C. Erb, president 


sponsored by the New York Shoe were present to honor Mr. Felsenfeld, of Melville Shoe Corporation, retiring 
Wholesalers’ Association, was tendered who organized the association in 1942 vice-president and director of NESLA. 


to Sidney B. Felsenfeld, retiring ex and has served 


the association, in the Terrace Room 


of the Hotel New Yorker. ered by Jacob 


continuously in the 
ecutive secretary of and counsel to above capacities since its inception. 





One of America’s Finest Resources for 


+’ SAMPLES 
* JOB LOTS 
* CANCELLATI 


Branded Shoes- first quali ; 
from outstanding makers. 


a: 


IDEAL FOR 
Cancellation Stores 
Drive Ins | 
Bargain Basements 


Celebrating our 
Anniversary 


THE NATION'S FINEST 
CANCELLATION SHOE 


79.81 READE STREET NEW YORK ? N Y 





Coble Address ALBARISHOE Phone WOrth 2.5180 








The only business to be transacted 
at the meeting will be the report of the 


The address of welcome was deliv- nominating committee and election of 


Brandwein, presi- officers and directors. 


Little People’s Choice! . 


KIDDIE SANDALS 
the Original Cushion Sandal 
@ Elk finish cowhide uppers 


e Chrome soles 
e@ Adjustable vamp 


Series No. 710 

Sizes 3-8, 9-12, 13-3 
Brown, White, Red, 
Beige 


Playtime favorites...fast sellers! Scien- 
tific design. Kids love barefoot feel; 
mothers like fit and wear! Order now! 


PROMOTION LEADER... 


featuring Hoy-Way molded No. 880 
sole. Priced for volume sales! Sizes 


‘Solel 
rown, ite, 

all styles IN-STOCK : 
HOY SHOE (128 Locust st., st. cours 1, mo 


Red, Multi 
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Modernizing Brings Back Lost Customers 





Modernistic black and silver display fixtures were used in remodeling the shoe 
department in Rosenberg's Department Store, Santa Rosa, Calif. These replaced 
display tables and created an appearance of spaciousness. 


SANTA Rosa, CALIF.—When T. J. convert an overcrowded, understocked, 
Mellott, Jr., took over the lease on the ordinary shoe section into a modern, 


shoe department in Rosenberg’s De- up-to-date shoe salon in both appear 
partment Store in Santa Rosa, he had ance and atmosphere. 


several objectives in mind. One was to To help accomplish this, all of the 


old equipment and fixtures were re- 
moved and the department was com 
pletely remodeled and refurnished from 
the floor up. The result is an attrac 
live, modern, quality-type shoe salon 
with a $100,000 stock of new merchan 


dise. 


Five Shadow Boxes Added 


While the old department had a 
crowded appearance, the new salon has 
a feeling of paciousness, although it 
actually has more customer seating 
pace than the old one. This added 
space has actually been accomplished 
by removal of the old display tables 
and substituting smaller modernistic 
black and silver wire display racks giv 
ing an open-air effect. But there is no 
lack of display space, for along the 
walls are five large picture-frame type 
shadow boxes equipped with adjustable 
wire fixtures for displaying both shoe 
and matching bag 

Comfortable customer chair and 
alesmen’s fitting stools, upholstered in 
ivory-colored leather, are arranged 
along the walls and back-to-back down 
the center to give a lengthening effect 

Another of Mr Mellott’s objectives 
was to have a children’s section that 
would be attractive to both the young 
ters and their parents. This has been 
accomplished by the use of double 
decked chairs at one end of the depart 

{TURN TO PAGE 80, PLEASE} 
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The most exciting issue in 


the history of shoe publications from 


IMPORTANT ANNOUNCEMENT 
FOR RETAILERS IN 


COMI NG S. Dakota, Nebraska and Western lowa 


you can now get immediate 
in-stock service on famous 


3). ‘ 
+thékios * and Histic. . 


DS 


HARBECK FOOTWEAR COMPANY 


216 Pearl Street, Sioux City 12, lowa © Phone: 8-8611 
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SHOE 
FORM 
NO. 95 


..most popular, most versatile form 
for closed or open toe shoes. Heel 
heights from real flat to extra high. 








HEEL 
Flat 


*Low 


FITS SHOE 

0/8” to 4/8” 
5/8” to 8/8” 
9/8” to 12/8” 
13/8” to 16/8” 
*High 17/8” to 20/8” 
Spike 21/8” to 24/8” 
*Are the most popular heights. 


*Medium 
High Cuban 





HEEL HEIGHT RULER 


takes the guess out of order 
ing shoe forms. Write for 
yours today! 


SHOE FORM Co. INC. 
Dep’. RF, Auburn, New Vork 


The Label with 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


*trade mark 


| are included in her trove. 


| yellow lace. 


Hobbyist Has 500 Pairs 
Of Miniature Shoes 


NASHVILLE — What does hobbyist 
tuth Witt of General Shoe Corporation 
collect? Naturally — miniature shoes! 

A feature story on her collection was 
carried recently in The General, news- 
paper published by and for employees 
of the corporation. Under the head- 
line “There Was A Young Lady Who 
Lived With Many Shoes” both Mrs. 
tuth Witt and her absorbing hobby 
were described. 


Ruth Witt and her collection of minia- 
ture shoes—more than 500 of them, 
from all parts of the world. 


“I’m in the shoe business, but shoes 
are also my hobby,” reported this per- 
secretary at General’s Ware- 
house 63. More than half a hundred 
pairs of miniature shoes from all over 


sonnel 


| the world are displayed on the shelves 


of a what-not stand in her living room. 
Although manufactured by Gen- 
eral Shoe, many of them are presented 
to Ruth Witt by General Shoe people. 

Several types of foreign footwear 
Friends and 
her 


not 


relatives have augmented collec- 


| tion by sending her pairs from many 


parts of the world, as well as from all 


over the United States. 


Ruth Witt has an English brass boot 
with the flag of the country painted on 
the side; a tiny pump with a 
French heel, from Belgium; a genuine 
Japanese baby shoe featuring a wooden 
sole and cloth upper, like a thong. She 
has shoes from France, Holland, Korea 
and Germany. 

One of her favorites is a translucent 
china slipper edged in pale blue and 
The vamp of this slipper 
with little 14-karat gold 


brass 


is decorated 
buttons. 

A graduate of Draughon’s Business 
College in Nashville, Mrs. Witt began 
work at General Shoe Corporation’s 
Warehouse 63 about ten years ago. 
She met Jim Witt while he was work- 


| ing for General. Their engagement was 


announced in 1950. Mr. 
Witt’s Army duty the 
Korean War, the couple were married. 
While stationed in Korea and in Japan, 
he sent his bride-to-be miniature shoes 
for her hobby collection. 


Following 
overseas in 


Modernizing Brings Back 
Lost Customers 


[CONTINUED FROM PAGE 79] 


ment, alternated with regular chairs 
in which the parents can sit next to 
the youngsters while they are being 
fitted. 

The sidewalls of the new salon are 
of grained ash paneling, and the floors 
are covered with thick wall-to-wall 
carpeting. The major lighting comes 
from ceiling fixtures concealed behind 
drop panels along the sides of the de- 
partment. Center lighting is from mod- 
ern overhead indirect and diffused 
lighting fixtures. 

A third of Mr. Mellott’s problems 
was to overcome a “limited-selection” 
idea that many customers had formed 
regarding Rosenberg’s shoe depart- 
ment. Many of the store’s old, steady 
customers had transferred their shoe 
patronage elsewhere because they were 
unable to find what they wanted. 

In his opening announcements Mr. 
Mellott emphasized that over a dozen 
trademarked lines of footwear were 
represented in his large new stock of 
ten thousand pairs of women’s and 
children’s shoes. These were listed as 
including Andrew Geller, Valley, Car- 
melettes, Foot Saver, Vitality, Paradise 
Kittens, Spauldings, Risque, Penaljo, 
Rhythm Step, Pied Piper, Red Goose, 
and Clinic shoes. 

Invitations to visit the new depart- 
ments opening were mailed out to all 
the department store’s old customers. 
In these invitations were listed the wide 
selections of shoes being carried. News- 
paper advertisements also listed the 
same points, as well as the beauty and 
convenience of the newly remodeled 
salon. 

Mr. Mellott has appointed Jerry 
Stork, a well-known San Francisco 
shoe buyer, as manager and buyer for 
the new Santa Rosa salon. Mr. Stork 
has had 18 years’ experience in the 
shoe business, interrupted only by war 
service. 

Guerdon Pullen, who has been in the 
Rosenberg shoe department for some 
time, had been appointed assistant man- 
ager of the new salon under Mr. Stork. 


Sidney Marks New Manager 
Of Coward Shoe Store 


New York—Sidney Marks has been 
named manager of the Coward Shoe 
store in the Empire State Building, ac- 
cording to an announcement by I. D. 
Brown, vice-president. 

Mr. Marks has been associated with 
the Coward Shoe organization for the 
past 11 years. He attended City Col- 
lege of New York and is a veteran of 
the U. S. Marine Corps. 

Mr. Marks succeeds E. J. McDonald, 
who resigned to become executive vice- 
president of the National Shoe Retail- 
ers Association. 
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Names New Merchants Service Executives 





AM 
W. W. SHEPPARD 


St. Louts—Appointments to three 
new supervisory positions in the Mer- 
chants Service department of Interna- 
tional Shoe Company have been an- 
nounced by William N. May, Merchants 
Service director. 

Wilber W. Sheppard, an International 
employee since 1953, has been named 
field training director and will train and 
supervise the department’s 38 field men. 
He will assist in the overall direction of 
the entire Merchants Service operation. 
He has had 30 years of experience in 
merchandising, buying and retail shoe 
store supervision. 


Ernest C. MeNiel of Fort Worth, 
Tex., has been appointed west coast 
supervisor for 187 Merchants Service 


stores in that area. His duties will! also 


E. C. McNIEL 





N. L. BECKNER 

include personal advisory service to 
eight stores in the Los Angeles area 
From headquarters in Los Angeles he 


will direct the activities of six field 
men assigned to California, Washing 
ton, Oregon, Nevada, Arizona and 
Idaho. 


Norman L. Beckner of Denver, Colo., 
has been named assistant to Mr. May 
in the St. Louis Merchants 
office. A field man in the Colorado area 
for the past year, Mr. Beckner has a 


Service 


total of 15 years in the retail shoe 
business. 

The Merchants Service department 
provides independent retailers with 
experienced advice on all phases of 
retail shoe operations through field 


representatives. 





Hood and Goodrich Salesmen 
At 1957 Preview Meetings 

WATERTOWN, MAss.—Officials, sales 
managers and salesmen of the Hood 
Rubber Company and B. F. Goodrich 
Footwear Company of Watertown, at- 
tended the 1957 waterproof footwear 
sales meetings December 5-7, at the 
Bellevue-Stratford Hotel, Philadelphia, 
and December 10-12, at the Sheraton- 
Blackstone Hotel, Chicago. 

Raymond H. Blanchard, president, 
emphasized the continued prosperity of 
the country with high employment and 
constantly higher wages all of which 
offer maximum opportunity for the 
sale of quality merchandise such as 
Rain-steps, Sun-steps and “P-F” can- 
vas shoes. 

The advance styles of Hood and B. 
F. Goodrich waterproof footwear for 
1957 were shown by J. C. MacKinnon, 
manager of footwear merchandising, 
and his staff at meetings held by C. M. 
Campion, Hood manager, Branch Foot- 
wear Sales, and R. F. Little, B. F. 
Goodrich manager, Branch Footwear 
Sales. 
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Advertising and sales promotion pro- 
grams for 1957 were presented at joint 
meetings by P. N. Swaffield, manager 
of advertising, and J. A. Aldred, man- 
ager sales promotion. Also participat- 
ing in the advertising program were 
representatives from McCann-Erickson 
Advertising Agency and Carl Byoir & 
Associates, Inc., public relations coun- 
sellors. 

James S. Barrie, vice-president, 
sales, summarized the 1957 sales pro- 
gram in a message to both Hood and 
B. F. Goodrich divisions. 


Boston Shoe Fabric Firm 
Opens Office in New York 


BostoN—Shain & Company has an- 
nounced the opening of a New York 
office and showroom in the Marbridge 
Building, 935. A complete line 
of Shain’s fabrics is on display. 

Eli Nagen, New York representative, 
and Milton Secol, chain repre- 
sentative, make their headquarters in 
the Marbridge Building office 


toom 


store 


Made General Sales Manager 
Of Andrews-Alderfer 


AKRON, 0.—Thomas C. Harlocker has 
resigned from Whittall Mills of Worces 
the position of 


ter, Mass. to accept 

general sales manager of the Andrew 

Alderfer Division of The Kendall Co 
Mr. Harlocker started in the floor 


covering business as a salesman in the 
field for Walton M. Moore Dry Good 
Co., Los Angeles, then became a buyer 


merchandiser of floor coverings for the 


eight Union Furniture Stores, San 
Francisco. He next had a similar but 
bigger job with the Higbee Co, of 
Cleveland, and then became district 


sales manager for the J. Whittal!l Mills 





THOMAS C. HARLOCKER 


Andrews-Alderfer, the originator of 
foam-fabric combinations, has entered 
the carpet underlay field with a fabric 
surfaced pure latex foam product called 
Kendall Foam Cushion. The selection 
of representatives and the creation of 
the entire sales and distribution organ 


ization for this product will demand 
most of Mr. Harlocker’s immediate at 
tention. His duties will also include 


supervision of all phases of merchan 
Andrews-Alderfer 
ucts such as are sold under the 
manufacturers of 


dising of all prod 
name 
of Fabricushon to 
ieres, shoes, shoe and 


brass accessories 


other 


Profit-Sharing Melon Split 
By Hartnett Employes 


AYER, MAS8S.—Two hundred seventy 
nine co-workers at the Hartnett Tan 
ning Company here in Ayer, split a 
profit-sharing melon of $104,280 in the 
firm’s 22nd 
distribution. 


consecutive semi-annual 

Under the company’s cash type prof 
it-sharing plan, over a million dollars 
in cash shares have been earned by the 
tannery workers since the plan was in 
stituted 11 years ago. 

In a statement to the profit-sharing 
participants, Joseph and Kivie Kaplan, 
of the firm 
declared: “Your skill, knowledge, team 
work, and devotion are among the most 
valuable assets of our company.” 


principal executive officers 





Veteran Goodyear Salesman 
Retires at 67 
OHIO Everett M. Hacker, 
veteran shoe products representative 
for The Goodyear Tire & Rubber Co. 
at Cincinnati, Ohio, has retired at 67. 
Mr. Hacker has been calling on shoe 


AKRON, 


EVERETT M. HACKE 


jobber in the Cincinnati, Columbus, 
Ohio, Louisville, Ky., Indianapolis, Ind., 
Huntington, W. Va. for 
(,oodyear since 1929. 

Born at Hebron, Neb., Mr. Hacker 
attended high school at Columbus, Ind. 
the Akron rubber firm in 
assistant 


and areas 


He joined 
191K a 
in Grand 


an service manager 
tapids, Mich., became a gen- 
1920 
1921. 


Cincinnati a 


and an ad 


He 


an 


alesman in 
Akron in 
transferred to 
juster in 1923 and joined the company’s 
hoe preducts division there in 1929. 

He is planning a trip to the Philip- 
pine Islands to visit a be- 
fore taking life easy at his family home 
in Park Hills, Ky. 


eral line 


juster at was 


ad- 


daughter 


Unique Give-Away to 
Promote Huskie Pups 


HONESDALE, PA A unique toy 
away will launch Huskie Pup’s 
adverti 


give 
nation- 
ing and sale 
Children will be 


and 


wide pring pro 


motion campaign 


unusual amu “Puzzle 
Hu 
trafl 

“Puzzle Pup” wa 
for Huskies a 
and entertaining game 
When the ‘ut along 
line there are 64 possible 
These 


which 


piven an ing 


Pup” by 


yo al 


kies retailers to stimulate 
tore 


Hu 


pec ifically 


rhe kie cre 
ated 


cational 


an edu 
for 


children puzzle j 


the dotted 


combinations of different dog 


include a few rare necimen 


have never been seen before and are 


not likely to be een again 


the “Puzzle 


treamers, 


will be 
with 

the slogan “TI don’t fit but 
always do!” Advertising 
exploiting the 
the 


Retailer 
Pup” 
which carry 
Huskie Pup 
and 


riven 


along store 


mat news release 


give-away will be included in pro 
motion kit 

Huskie Pup ing 
and offers the Puzzle Pup 


have scheduled 


deser be 
Pre-EFaster 


for 


adverti 


regional ads been 
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23 major marketing areas. National 
adveitising will include big-city news 
papers and such major publications as 
Parents’ Magazine. 


Named Fashion Director 
Of Loewenstein Leather 

New YorkK—Miss Lenie Correll has 
named fashion director of Her- 
mann Loewenstein, Inc., tanners of 
fashion leathers, according to Rudolph 
Correll, president of the firm. 

Miss Correll will be in charge of 
styling and promotion of the firm’s line 
of women’s leathers and will make her 
office in their New York headquarters. 


been 


LENIE CORRELL 


Correll attended Pembroke Col- 
Brown University and spent 
summer vacations as an 
the Loewenstein fashion 


Mi 
leye in 
everal past 
associate in 
department. 


Three New Salesmen Named 
To Carry Laconian Line 
LACONIA, N. H.—lIrving Selig, presi- 
dent, Shoes Corporation, 
manufacturers of infants- 
announced the appoint- 
representatives in 


Laconian 
Laconians, 
to-teens shoes, 
ment of new sales 
the following territories: 

Michigan and Indiana—Irving Skol- 
nick, 1-59B 14th Ave., Paterson, N. J., 
affiliation was with 

New York. Mr. 
Skolnick will relocate in Michigan. 

New York state excluding Manhat- 
tan sill Winn, 6 Claflin Road, Brook- 
line, Mass. who will upper 
New York in the near future. 

Utah, Wyoming, Colorado, Montana, 
Nevada and Idaho—W. Carl Riggs, 
New House Hotel, Salt Lake City, 
Utah, who was formerly sales repre- 
sentative for the International Shoe Co. 


whose most recent 


Gertz of Jamaica, 


relocate in 


Holland-Racine Names Agency 
HOLLAND, MICH. Holland - Racine 
Shoes, Inc., manufacturers of men’s 
dress and work here, has ap- 
pointed Wesley Aves & Associates, Inc., 
as its advertising agency. Edward F. 
Davison of the agency’s Grand Rapids 
office is in charge of the account. 


shoes, 


Thomas Taylor Appoints 
St. Louis Representative 
MAss.—Thomas Taylor & 
manufacturers of Shugor and 
other woven, knitted and braided prod- 
ucts for the shoe trade, announce the 
appointment of Barnard Bros. Com- 
pany of St. Louis as their exclusive 
representative to the shoe trade in the 
St. Louis area, effective January 2, 
1957. 

This territory was formerly covered 
by Gaywood Mfg. Co. of St. Louis. 


HUDSON, 


Sons, 


Daniel Foley Named Salesman 
For Colonial Tanning Co. 

BOSTON Kivie Kaplan, treasurer 
and general manager of the Colonial 
Tanning Company, here, has announced 
the appointment of Daniel P. Foley 
to the company’s sales division. Mr. 
Foley will handle the sale of the tan- 
nery by-products, pickled splits, trim- 
mings, etc. 


DANIEL P. FOLEY 


Mr. Foley is a native of Boston and 
is a graduate of Burdett College and 
Suffolk University. For the last five 
years he has been associated with Co- 
lonial’s accounting division and raw 
materials division. 


Chemtan to Move Operations 
To New Hampshire 

NasHua, N. H.—Chemtan Co., which 
maintains research facilities at Na- 
shua, N. H., and offices at Port Wash- 
ington, N. Y., will soon consolidate op- 
erations in a new building now under 
construction at Exeter, N. H., accord 
ing to W. O. Dawson, director of re- 
search and development. The company 
is a leading producer of tanning 
chemicals. 

The new one-story building at Exeter 
will provide 7,000 square feet of floor 
It is expected to help the com- 
pany “solve the communications prob- 
lem” by combining and correlating 
laboratories and offices in a_ single 
building, Mr. Dawson said. An added 
advantage will be the closer proximity 
of Chemtan’s offices and facilities to 
the New England tanning industry. 


space. 
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Will Set Up Ripple Sole 
Licenses in South America 


Detroit—Nathan Hack, president of 
the Ripple Sole Corporation of Detroit, 
has left with his wife on a five-month 
combination business and pleasure trip 
to South America. Celebrating their 
50th wedding anniversary before leav- 
ing, Mr. and Mrs. Hack were given a 
reception by their sons, Morton and 
Leonard Hack, who operate the Hack 
Shoe Stores in Detroit. 

Before leaving, Mr. Hack said they 
planned to visit Buenos Aires, Rio de 
Janeiro, San Palos, Lima and most of 
the major South American countries. 
“One of the things I expect to accom- 
plish is the setting up of new licenses 
for the manufacture of the Ripple sole 
in these various countries. Other coun- 
tries, such as Canada, Italy, France 
and South Africa, have already granted 
patent rights.” 

A former Detroit resident for many 
years, Mr. Hack is honorary life presi- 
dent of the Michigan Shoe Retailers 
Association. After his retirement he 
moved to Santa Monica, California, at 
which time he invented Ripple 
the unique development that Reader's 
Digest called “the greatest shoe im- 
provement in 2000 years.” 


sole, 


New Company Is Operating 
In New Hampshire Plant 
ROCHESTER, N. H.—The newly-organ- 
ized Royce Shoe Co. has begun produc- 
tion of women’s shoes in the former 


Winslow Potato Chip factory here in 
Rochester. 


The company, which will employ 
some 200 local shoe workers or one- 
third of the number now idle in the 


Rochester area, plans to construct an 
addition to the multi-story factory it 
has taken over. Officials said the plant 
and addition will provide approxi- 
mately 10,000 square feet of produc- 
tion space when completed. 
Eventually, Royce plans to occupy 
three buildings which it claims will pro- 
vide the “most modern factory 
in the Seacoast region.” Initial cut- 
tings will begin early in January. 


shoe 


Herbst Shoe Branch Factory 
Increasing Production 

MILWAUKEE, WIS. 
ing production is 
Lomira branch of the Herbst Shoe 
Mfg. Co. factory, according to F. G. 
Herbst, president. Production is go- 
ing up daily, he reports. The factory 
is now making 750 pairs of shoes a day 
and its capacity is 1,000 pairs. 


Rapidly expand- 
reported for the 


Opening of the Lomira factory, 
which is equipped to make the full 
Herbst line of Child Life shoes, was 


last June. This marked the third ex- 
pansion of the firm since it opened in 
1924. Headquarters remain in Mil- 
yaukee. 
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Retires with Sales Record 
Of $10,000,000 in 47 Years 


St. Lours—A Georgia shoe salesman 
for International Shoe Company retired 
recently after amassing a $10,000,000 
sales record in 47 years. 





WILKS O. HIATT 


Wilks O. Hiatt, 72, of Savannah, Ga., 
has completed more than 47 years in 
the same Roberts, Johnson & Rand ter- 
ritory without missing a sales conven- 


tion. In a post retirement letter, Mr. 
Hiatt noted that his first year ship- 
ments amounted to $57,000 and that 


his highest year totaled $343,511. 


He began his shoe career with Rob 
erts, Johnson & Rand branch on July 
15, 1909 and went on the road in south 
east Georgia August 15, 1909. “Some of 
the trains I traveled on before the first 
World War were wood burners,” Hiatt 
stated. “I also had to do lots of driving 
with wagon and mules when working 
country stores,” Several of the custom 
ers Mr. Hiatt sold to 47 years ago are 
still buying Star Brand shoes, the 
veteran “drummer” asserted. 

Under International Shoe Company's 
retirement plan, Mr. Hiatt is scheduled 


to receive a retirement benefit. He and 
his wife, Addie, have one son, D1 
Wilks O. Hiatt, Jr., Pompano Beach, 


Fla., and three grandchildren. 

Movon King has taken over Mr. Hi 
att’s territory, which includes southern 
Georgia and a small part of Alabama, 
carrying Rand, Randcraft, Official Boy 
Scout, Star Brand, and Hy-Test sho¢ 


Sommers Plastics Acquires 
Two New Distributorships 


NEw YORK Two distributor- 
ships have been acquired by Sommers 
Plastic Products Company, here. 

The new distributorships cover two 
Textileather Forrest Process 
vinyl materials, and Lion Products. 
Sommers distributes Resproid, a 
material of the Respro Division of the 
General Tire & Rubber Company 


new 


lines: 


also 





Learning fo walk 
C2 WONDERFUL... 


IN flexlle—pius 





MRS. 
“ Gdeal w: BY SHOES , Glad 
2 ty 
Mothers know it’s so... they know from “~ x, 
experience that Ideal’s scientifically de- om ; >) 
signed, doctor approved, lasts and patterns \ ~ ge 


have been helping babies for 
get a good start on their 65,000 mile walk 
through life. Remember, it is always easier : 


to sell the very best and the tremendous 


Va 


19 years to 


Style No. 449 
White or Tan Elk Lace 


Boot. Comes in Narrow 


preference mothers have for IDEALS is elines and Wide 
; - idths—Sizes 3 to 8 
ample evidence of their superiority. Wlodina half sizes 


MRS. pay's Sdeal pasy SHOE CO., INC. 


SSACHUSETTS 


DANVERS. MA 


1070 MERCHANODIGE MART o 
AGO 64. LLINOIS 


71 WEGT 36Trn 6T 
NEW YORK IN Y¥ crc 





104 MERCHANDISE MARY 
OALLAS, TEXAS 













. 1 Nef e ° paid trip to the game. 
Kiwi Celebrates Fiftieth Anniversary The winners were announced by 
Peters Division of International Shoe 
; iy Company, sponsors of the contest, 
4 which produced more than 100,000 en- 

tries from every state. 

Second and third place honors went 
to Richard Lill of Hohokus, N. J., and 
to Mrs. Loy Twigg, Winchester, Va. 

In addition to the 50-yard line game 
tickets and the Pasadena trip, Mr. Wil- 
liams received $500 expense money and 
an additional $250 cash for obtaining 
his entry blank at a Wesboro dealer, 
the Dixie Store, 3112 Southern Avenue, 
Shreveport, La. 

Other awards to Mr. Williams and 
each of the other top winners included 
three Worsted-Tex suits and three 
pairs of Wesboro shoes. One hundred 
other winners received $25 Savings 
Bonds. 

The contest was promoted’ by 
Charles Mueller, men’s and boys’ ad- 
vertising manager, through ads in 75 
daily newspapers, Esquire and Sports 
magazines, and 80 college publications. 

With a rare stuffed Kiwi bird on display between them, three top officials of the Ernst & Ernst of Chicago acted as 

Kiwi Polish Co., of Pottstown, Pa., pose af the 50th anniversary jubilee of Kiwi judging agency. 

shoe polish in the main company plant. Left to right: Lawrence Emley, president 

of Kiwi Shoe Polish Co.; Lewis L. James, assistant sales manager; and Ellis C. 
Saint, sales manager. 


Philip J. Galliers Dies 

TOLEDO, O.—Philip J. Galliers, 76, 
Louisiana Farmer Wins V. Williams, Jr., has won the Wes- chairman of the board of Western Shoe 
boro Rose Bowl Sweepstakes contest. (o., died December 12. He was presi- 
His prize was two tickets to the New dent until 1947, and had been associ- 
Sr. Lours—A Keithville, La., farmer, Year’s Day classic, plus an expense- ated with the firm for 58 years. 





Wesboro Sweepstakes 








The 
DISPOSABLE 
try-on socks 


TRUE MOCS WITH HANDSEWN VAMPS 


Have you seen the fast selling, 
nationally advertised Beau Moc 
line? Featured nation-wide at 
$6.98 to $9.98. In stock, direct 
from factory. Write for catalog. 


Ligilioe , 
D & K COM PANY INC | Sam Schoenfeld Assoc., 47 W. 34 St., New York 1, N. Y. 
’ . 


Factory: Beau Footwear, Lewiston, Maine 
438-1 West State Ithaca, N. Y. 





cay 























SPORT KING 
BOWLING 


SHOES ESQUIR ST) First 


A top value at popular BOOT POLIS 


prices. Littleway stitched 


Men's: Black or Smoke SA LES 


Sizes 6-12, $4.0 





Women's 
Red or Smoke 
Sizes 4-9, $3.4 


Athletic Footwear Division 


BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 
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United Lace & Braid Co. 
Names Maine Salesman 


PROVIDENCE, R.I.—Robert M. Meltzer, 
manufacturers’ agent, has been named 
Maine shoe factory sales representa- 
tive by United Lace & Braid Co., Inc. 

For the past eight years, Mr. Meltzer 
has specialized in concentrated sales 
coverage in Maine, exclusively. He is 
a native of Lewiston-Auburn, and is 





ROBERT M. MELTZER 


well known to the trade. Mr. Meltzer 
attended the University of Maine, and 
is a veteran of World War II. He isa 


member of the New England Shoe 
Foremen & Superintendents Associa- 
tion. 


South American Shoe Men 
Inspect Selby Plant 


PoRTSMOUTH, O.—A pair of shoe in- 


Merchandises Women’s Shoes 
For International Shoe 





OSCAR J. THOELKE 


Mr. Thoelke has been named general 

merchandise manager for the women's 

general division of International Shoe 

Company. In his new capacity, Mr. 

Thoelke will supervise all women's gen- 

eral division operations except manu- 
facturing. 





dustrialists from South America were 
here to visit Roger A. Selby, head of 
Selby International, Inc., and the Selby 
Shoe Company factory. 

Carlos T. Grimoldi, president, and 
Juan Salar, assistant to the president 
of Alberto Grimoldi, Inc., of Buenos 
Aires, made the trip here to inspect 
the Selby factory. 

The Grimoldi plant produces women’s 
shoes on Selby patents, using the Selby 
styling, lasts and patterns. It also 
makes footwear for men and boys. 





Expansion Doubles Peek-A-Boot Plant Size 





Architectural rendering of the new Peek-A-Boot, Inc., addition to present quarters. 
Expansion will double the plant, warehouse and office facilities of the company, 
and will provide room for the installation of new production line equipment. 


Los ANGELES—Peek-A-Boot, Inc., Los 
Angeles, has announced the expansion 
of its plant, warehouse and office facili- 
ties to double its present size. 

With a history of continued growth 
since 1950, Hugh A. Pollock, president 
of the California plastic boot manu- 
facturing firm, said that “Primary re- 
sponsibility for our expansion rests 
on the continued research and develop- 
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mentin plastic footwear by Peek-A-Boot. 
Last Peek-A-Boot introduced 
plastic moulded by a new 
method which permits styling and de- 
sign techniques, shape and 
sizing based on the shoe last principle. 
With the new plant area now avail- 
able, Peek-A-Boot plans the installation 
of new production lines to handle the 
increased demand for its goods. 


year, 
rainboots 


retention, 
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BOX HANDLERS 




















GIVE 

LONG ARMS 
A 

CHANCE 


AND YOU WILL BE CUNVINCED THAT THEY 
HANDLE SHOE BOXES FULL OR EMPTY FROM 
HIGH SHELVES QUICKER, EASIER, AND SAFER 
THAN ANY OTHER METHOD I SELL THEM 
WITH THAT GUARANTEE. HANDLE LENCTHS 24 
TO 60”, $3.50; WITH 72” HANDLES, $4.50 
POSTAGE PREPAID IN USA. SPECIFY IF FOR 
MEN'S OR WOMEN’S BOXES AND HANDLE LENGTH 
DESIRED. YOUR JOBBER OR 


CARL BEEMAN 
CEDAR HEIGHTS ROAD STAMFORD, CONN 





Patented 








SLIPPERS 








CUSHION-SOLE 


CASUALS 
v 


.. Cte ifp-on men want |) 
for home, office, traveling! Popular ; 
finger-gore style in soft, dressy elk 
with crepe soles 





This year round 


seller retails profitably at $4.95 
Tan or Brown, 6-12. Case runs of 
12, 18, 36 pr.; min. order 12 pr 


Order now! January, February delivery 


Write for Catalog and Price List 


HUBER SLIPPER CO., AVISTON, ILL. 





JOBS 





Everyone Who Knows Comes to BARIS 


SURPLUS SHOE STOCKS 
from best sources always on hand 


at action prices 


THE MATION S FINEST 
CAMCELLATION SHUES 
Mw. Y.7 + WO 2.$180 


BARIS 


79-81 MEADE ST. 




















For Over 41 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 
Largest Stocks 


Tin e ho r 


Lowest Prices 


All Price Ranges 





MOSINGER-COHN 


1235 Wosthington $f Lovis 3, Mo 





IN STOCK SHOES 





GMITEZE PROFIT POINTERS! 
BETTER SERVICE Means 
BETTER JUVENILE 


SALES 


30 STYLES ALWAYS IN STOCK 
Toddlers to Teens 


Thick Double Stitched Construction 


Sol 
oles, 


To Retail 


$3.50 


No. 90 

Brown & White 
Saddle 

5'/, 8—B,C,D 


No. 92 
Black & White 
Saddle 


8'/)-4—A,B,C.D 


MADE BETTER 
WEAR BETTER 


Gear your whole Juvenile operation 
to practical Smiteze IN STOCK ser- 
You'll be amozed how effi- 
ciently it works. 


GREAT LAKES SHOE CO. 


OCONTO WISCONSIN 


vice 
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What’s New 





New Wave-Like Insole 
Gently Massages Foot 

New YorkK—A new 
named “Wave-Eze” because of its 
wave-like undersurface, has 
nounced by Modern Orthopedic 
pliance Company, here. 


type of insole, 


been an- 


Ap- 


Wave-like undersurface is feature of 
new insole introduced by Modern Or- 
thopedic Appliance Co. 


The claim is made that with each 
step the wave-like surfaces are 
and then spring back, 
that these alternating motions provide 
a gently massaging effect for the soles 
of the feet. Excellent ventilation is 
obtained, it is said, by reason of the 
fact that with each step the weight of 
the foot forces air through the wave 
troughs. 
Wave-Eze 


by findings jobbers’ 


com- 


pressed and 


were field-tested 
alesmen and by 


insoles 


retail shoe salesmen. 


New Line of Calf Leather 
Offered by Allied Kid Co. 


New York—New Castle Division of 
Allied Kid Company has introduced a 
line of fine, lightweight calfskin, to be 
known as New Castle Calf. 

New Castle Calf was two years in 
planning, experimentation and prepa- 
ration. The new leather, fashioned 
from the finest calfskins available, 
drew enthusiastic manufacturer reac- 
tion in preliminary factory tests. Cur- 
rent limited production is scheduled to 
double within a few weeks’ time, and 
the line will be expanded gradually to 
include men’s weights as well as the 
weights now available. The 
color range ready for immediate de- 
livery covers black, white, town brown, 
flight blue, and flame red, with a wider 
range anticipated as distribution of 
the line increases. 

With the addition of New Castle 
Calf, the Allied Kid Company further 
broadens its base of service to the shoe 
industry. The company’s complete line 
now encompasses kidskin, glazed and 
suede, patent leather, side leather, 
metallics and other novelties, plus the 
new calfskin. 


women’s 
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SHOW-CARD NEEDS 




















DO-IT 
YOURSELF 


Display signs 
with Pre-cut gummed . 
paper letters, Numbers | 
and Characters. Mois- | @!%g 
ten and Mount. L 
he. Pm - 
Starter Kit . re eae’ ere 
2500 Red and Black Letters. 35 of each in 
2 sizes 34”—1'4”. IN DIVIDED CASES 


= a $1 195 satisned 


FRUCHEY SERVICE COMPANY 


Box 461B, Napoleon, Ohio 




















Worcester Firm Introduces 
New Line of Casuals 
WORCESTER, MASS.—Skip-ins, a color- 
ful new line of casuals available in 
men’s, women’s and children’s styles 
for the volume trade, is being intro- 
duced by Comfort Products Co. Ac- 
Ben Gold, sales manager, 
is an entirely new line for this 


cording to 
this 
slipper manufacturing firm. 

Designed in bright colored fabrics 
and leather, these light, yet sturdy cas- 
uals have cemented soles of rubber or 
leather. Many of the styles, particu- 
larly the light-hearted series for wo- 
men, feature solid-color uppers, gaily 
lined in contrasting patterns. The com- 
plete line consists of up to 15 styles in 
women’s sizes and several styles for 
men and children. Other styles will be 
added later, Mr. Gold said. 


Footsock Comfort Feature 
Granted U. S. Patent 

PHILADELPHIA — C. Harry Landen- 
berger, president of J. W. Landen- 
berger and Company, of Philadelphia, 
has announced that U. S. Letters Pat- 
ent No. 2,771,691 have been issued 
covering Footlets’ “Super Cushion Ball- 
of-the-Foot.” 

This Footlets feature is a_ special 
foam rubber cushion permanently at- 
tached to the sole of a footsock. De- 
signed for quick relief for sore, tired 
feet, the “Super Cushion Ball-of-the- 
Foot” also is said to give the wearer 
the sensation of walking on air. Super 
Cushion Ball-of-the-Foot footsocks are 
being worn the year round with or 
without hosiery. 

Recorder 


Boot and Shoe 





eeslassified ad Want Ads-—= 


SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 














Wanted... SALESMEN WANTED 


To carry line of Children's Pre-Welts and 
Cements. Luther Brand, Stock and Make Ups; 
SALESMEN WITH TASTE FOR MONEY | | t Commission basis Can be carried with 
oe a non-conflicting Line Established territories 
Kentucky, Ohio and Minnesota. Reply, with 
Liberal drawing account . . . 6% commission . . . Men's Goodyear Welts. references 
THE KEPNER SCOTT SHOE CO., INC, 
EIGHT ESTABLISHED TERRITORIES open and waiting for six good experienced road Orwigsburg, Pa. 
shoe salesmen who like money well enough to go out and get it. Old established 
accounts will pay a living wage, but if you're the men we want, you'll make friends and 








influence new accounts . . . thereby lining your pockets with extra moola 
LIBERAL DRAWING ACCOUNT against 6% commission on a complete tine of men's O P P O R T U N | T Y | 
Goodyear welts. Line highlighted by Kangaroo and Kidskin, twill and leather-lined We have several openings for side line rep- 
resentatives for our wonderful line of open- 
TERRITORIES LOOKING FOR MEN: stock, in-stock low priced Juvenile Footwear 
St : All open territories are well established 
a wed aes sa Ohio 6% commission, plus bonus Write: 
enge ond vielaily Kenses-Nebreske NEIL CARLSON, SALESMANAGER 
Colorado-Wyoming-Utah Arkansas SEABOARD NATIONAL SHOE COMPANY 
Arizona-New Mexico No.-So. Dakota 529-535 W. Pratt St., Baltimore 1, Md. 





So if you've got a taste for money, even if you 
have to work for it, write, wire, or call today. 


REPRESENTATIVE WANTED 
J. W. CARTER CO. To call on better grade shoe stores on 











P. O. Box 30 NASHVILLE, TENNESSEE West Coast with a _ well established 
: rccessory item. Prefer young man with 
retail experience. Car necessary, salary, 





expenses and bonus 


Reply to Box 682, care BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 30, Pa 


WANTED EXPERIENCED QOUALIFIED 
MIEN ¢ ell strong line of Mer It 
( lret hoes in Medium and Ww price tie 


EARNING OPPORTUNITIES Philadelphia 39, Penna 
NEW AND EXCITING LINE OF S SOMA, High mR F XAS yAND ol 1 A 
WOMEN'S PLASTIC BOOTS | uals. Mi ty carry our. line with smote ry bul 


“SWAN Hol COM 


... STYLED FOR QUICK SALES | a c. gte.reauired. |S ‘AN SHOE CON 
... PRICED FOR VOLUME SALES | timore 's, Md 


| \LESMEN WANTED kW KNGLAND 
5 | OTHER PERRITOR?! ‘ ‘ 
f M 











Highly reputable New York corporation needs men in all territories. 
Should have experience calling on department stores, chain stores, ‘ He 
shoe stores. Sidelines permissible. heal welt s. Excelent oppo 


Write fully, indicating territory desired. | ANT VA 
Reply to Box #884, BOOT and SHOE RECORDER, Chestnut & 56th Streets, Phila. 39, Pa. 





Orr RTUNITTY POR ! PERIENCKED 


MEN ONLY 








FOR SALE FOR LEASE ey a 














GLORIFIED SELF SERVICE PERTH AMBOY,N. J, | SIDELINE SALESMAN WTD. 
SHOE STORE FOR SALE Excellent Retail Location between Vim, 5"S03 ay se MENTS, BOWS AND FOOT 





Could be converted reguiar shoe store. Well - *) : . r ocket size samples. Manufacturer 
established; regular tl $8.95 — $12.95 Howard C'othes, Burt s Apparel, Flor offers highest commission. Reply to Box 556 
Located Florida West Coast's fastest grow- sheim Shoes, Size 35’ x 125’, or will Root and Shoe Recorder, Chestnut & 54th 


ing city Low rent; good lease; excellent Streets, Philadelphia 39, Penna 


location downtown. ‘Selling because owner's divide, with immediate possession. Ex 





other interests necessitate spending all his cellent rental proposition for res 
time out of town. Volume $80,000 has dropped ne nie etter BUSINESS OPPORTUNITY 
some due to above. Price $32,500 cash, which ble tenant. Ideal for family or can 





includes $7,500 furniture and fixtures, air 
conditioner, $600 cash register, remodeling, , Y 
etc. Inventory may be less. Approaching M'! hed va yt < ib . I Par 7 


fore, omnes, where wilh ell ove tee PETER F. PASBJERG & CO., INC 


pay for store not live in 


cellation shoe operation 














iness? clever t ‘ f 

climate ond have @ business 18 Beaver Street, Newark, N. J. five ease $6,000, optior | 

Reply to Box 681, BOOT & SHOE RECORDER ee on od a 
Chestnut & 56th Streets, Philadelphia 39, Pa Market 3-8700 Chestnut & Séth & re ; . 39 
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LINE WANTED 





| INI WANTED AVAILABLE TO 
“ TRAVEL in Wyoming and Montana, straight 
20 years’ experience in 
JOHNSON 
Avenue (ire 


on only shoe 
GEORGE 


609 Greybull 


commiss 
field 


Store, 


retail Greybu 


ng 





POSITIONS WANTED 





MARRIED MAN, 36, FIGHTEEN YEAR 
. SHOE EXPERIENCE, retail and store 

e managing positior Onhu 
ing T Carolina Reference A I 
January Viret. Reply to Box ## Bow 
Recorde Chestnut & 56th Street Vt 


19, Penna 


management, desires 
\vailable 
t and Shoe 


adelphia 


Sees Higher 1957 Volume 
In Rubber Industry 


Axron, O.—“There are two guide 
posts I can mention which will best 
give the picture for the rubber industry 
in 1957,” said E. J. Thomas, president 
of The Goodyear Tire & Rubber Co., 
in a year-end preview of things to 
come, 

“The first is the number of tires 
produced,” he continued. “In 1940, the 
period immediately previous to World 
War II, our industry had reached a 
production of 60,000,000 tires. In 1956 
we will produce 104,000,000 tires. The 
estimate of the industry for 1957 is 
for the manufacture of 111,000,000 
tires. This expected increase comes 
from a larger renewal tire market, 
but mainly from more tires for 
original equipment on new _ vehicles. 
These plans are based on a production 
in 1957 of 6,500,000 passenger cars and 
1,200,000 trucks. Notable has been the 
switch to diameter 
tires; the in- 
construction ; 
the growth in very tires for 
off-the-road hauling earth 
moving; the increased use of synthetic 
rubbers; the shift almost completely 
from cotton to rayon, and now the 
rapidly of nylon; and 
the development of better 
tires 


continued lower 
and larger 


use of 


cross-section 
creased tubeless 
large 
such as 


increased use 


safer and 


Use of Synthetic Growing 


the amount 
of rubber consumed This 
reflects not only tire but 
the very fast-growing products such as 


“The second guidepost is 
annually. 

production 
industrial molded goods, 
foam and flooring. In the modern auto 
there is now almost as much 
in other-than-tire products as 
in the tires. Rubber consump- 
1940 was 652,000 tons—100 per 
natural rubber. In 1956 the 
will use 1,435,000 tons, about 
cent of this being synthetic 
rubber and only 40 per cent natural. 
For 1957 we expect to consume 1,510, 
000 tons, with at least 62 per cent of 
it synthetic and 38 per cent natural. 


I ubber good . 


mobile, 
rubber 

there is 
tion in 
cent 

industry 
60 per 


“Synthetic plant capacities in this 
country are being considerably increas- 
ed to where there will soon exist an 
annual capacity of all kinds of 
synthetic rubbers amounting to 1,700,- 
000 tons, thus assuring the material 
for the growth of the iadustry. There 
will be plenty of rubber available, both 
synthetic and natural, and at more 
stable prices, with some of the old- 
rubber inventory hazards being 
minimized. New synthetic rubbers, 
now in pilot plant stage, promise to be 
able to completely equal or bette: 
natural rubber for all usages. 


time 


Predicts Strong First Half 


“The rubber industry, with its in- 
creased diversification, now including 
in addition to tires and rubber prod- 
ucts, the many other items such as 
chemicals, aircraft, electronics, metals 
and plastics, tends to be more stable 
than heretofore when more dependence 
was placed on tires alone. The new 
national highway program, as_ it 
develops, will give great impetus to 
increased vehicle registration and, con- 
sequently, rubber consumption. 

“In all of our estimates, the strength 
of the first half of 1957 is a little more 
clear than the last half. 

“The year for the rubber industry 
should be one of a little higher volume, 
plenty of capacity to take care of it, 
continued strong competitive selling, 
and a tough fight to maintain and 
improve profit margins.” 


No Store Complete Without 
One Chimpanzee Customer 


Suzie, the pet chimpanzee owned by 
Mrs. Milton Decker (left) of York, 
Pennsylvania, tries on a pair of Poll- 
Parrot shoes to go with her new ward- 
robe. Suzie, who recently celebrated 
her second birthday, is a regular cus- 
tomer of Martin's Shoe Store in York. 
She wears a size 82C. George R. 
Martin, personally supervising the fit- 
ting of Suzie's feet, keeps a record of 
her size on file and sends Suzie a check- 
up card every three months, just as he 
does with his other customers. 





| WANTED TO PURCHASE 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, WN. Y. 
Telephone WOrth 2-2615 








MORRIS BAYROFF 
formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 


Leases Assumed 














MERCHANTS’ NEEDS 








tats wv Ddeas 


FOR YOUR 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


Vincent Edwards Idea Clipping 


Service 

Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 
342 Madison Ave. 
New York City 
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WANTED TO PURCHASE 





WANTED TO PURCHASE | WANTED TO PURCHASE 


B.& R. PAYS THE LIMIT 


CLOSE OUTS 
WE BUY “COMPLETE SHOE STOCKS 
Phene or wire LEASES ASSUMED 
collect YOUR NAME PROTECTED 


B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 





r“vpn 


Ben LaMonica 
Ralph Vogel 











DEAL WITH CONFIDENCE 
WITH THE ORIGINAL 


TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. 
Phone: LO 3-9633 


SAM CAMITTA & SONS 


Phila. 6, Pa. 








New Address 138 Duane St. 
COrtiandt 7-6378-9 New York 13,N.Y. | 





MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 


Discontinued stocks 


HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 


wT 
TOP prices 
~* 


Foremost Cash Buyers of Fine 
Shoe Jobs Since 1906 


Surplus Stocks ® Closeouts © Complete Stocks 
Your Name and Brand Protected 



























Come over quick! 
My slow moving 





stock is SURPLUS SHOES 

making CANCELLATIONS 
ME BETTER COMPLETE STORES 
sick! CALL “UNCLE” Write of ey gy 
LOUIS women’s and children’s shees. 


ve Footwear FOR OVER 41 YEARS 


MOSINGER-COHN 


1235 Washingten $ 3, Me 


Fer the answer—phone or write 


LOUIS CAMITTA & SON 
@1 READE ST., NEW YORK, WN. Y. 


WO 2-5063 
formerly with S$. CAMITTA & SONS 





Louis 











BARIS BUYS for CASH Lib 


Quick decision on your offers of discontinued and 


8 A Me | S$ surplus men's, women's and children's shoes. 


Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 
CANCELLATION SHOES 


79-81 Reade St. + New York 7, N.Y. + Tel: WOrth 2-5180 





N 
Ws 






YW! Az, 





THE NATION'S FINEST 













We 


OY 
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WE PAY MORE f..ausc WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. ivanhoe 1-9830 














| 
| 
| 
| 












i Vie Jia. ni ay 
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FOR CASH 


V Quality Shoes \ Complete Stores 
d/ CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 
Any Quantity .. . Any Time! 






(000 868 tsseeere 6 Bie. 





For Quick Action, 
Write, Wire or Phone 





1O0t RSOSSSi. 6:80: wees! 









CE 1-4898 CE 1-3762 
QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE WEIL" 





ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 
157 DUANE ST., NEW YORK, WN. Y. 








RECTOR 2-4170-4171 








for 

¢ closeouts 

¢ surplus 

¢ discontinued 
lines 


* complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, « BE 3-7290 
146 DUANE ST., N.Y. C. 








WE PAY CASH 


for your 
* SURPLUS STOCK 
* DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ * Men's * Children’s 
. 4th St. 

BARSH & CO. ‘his t'p. 
Write or PHONE - MA 7-1666 
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Executive Changes Made by International 


a 


DALE KNIGHT 


r. Lou International Shoe Com- 


pany ha announced two executive 

in office management. 
Dale Knight has been named 

manayer of the Peters division, 


ceeding Roy Wemhoener. Myron Stuer 


chanye 
office 
suc- 
man has been appointed office manager 
of the Queen Quality division, 
ing Mr. Knight Both 
are effective immediately 

Mr. Knight ha 
1962, 
the 
division 


’ ucceed 


appointments 


Interna 
office 


spe 


been with 
and served as 
Queen Quality 


1954. He is a 


tional since 
manayer of 


cialty since 


MYRON STUERMAN 


graduate of Northwestern University. 
At present he is publicity chairman for 
the St. Louis Chapter of the American 
Marketing Association. 

Mr. Stuerman, a graduate of Culver- 
Stockton College, has been with Queen 
Quality 1949. Prior to his new 
appointment, he was head of the list- 
pecifications department. Dur- 
with Queen Qual- 
has the 
times, and spent 
road calling on 


since 


ing and 
ing his seven 
ity, Mr. Stuerman 
ales force at 


season on 


year 
assisted 
various 
the 


one 


accounts. 





Shoe Department Offers 
Lollipops and Milk 


OKLAHOMA CITY, OKLA. 
the Kerr’s Department Store at 
Southwest 43rd and Western in the 
Shopping Center, is a most 
under the 
formerly 


Included in 
new 


Redding 
salon, 
Weis, 


store 


new shoe 
management of O. A 
with the downtown 

he 


1.200 


interesting 


about 
for 


hoe department occupies 
feet 
approximately 28 person 

It blend the completely 
peted, wonderland of a 
and from the mood 
floating through the store. 


quare and has seating 


Into car 
modern tore 
benefits music 


The younger set was not overlooked. 


At a prominent spot in the department 
is a lollipop tree, loaded with lollipops 
of various and flavors, from 
which young customers may make their 
own selection. 

Also there is a Milk 
any youngster visiting the shoe depart- 
ment is offered a bottle of milk from 
the refrigerator unit therein. 


colors 


sar, at which 


Designer of Baby Shoes Also 
Author of Fashion Book 

ST. The American 
fashion designe) McCardell, 
who conquered a new world of design 
with baby shoes for the Trimfoot Co., 
thi 


Louis famed 


Claire 


has scored another success, time 





FEATHER LEATHER 
UNIGLOVE 
ONYX 
LUXTAN 


IRVANA 





FILE OF QUALITY... 


Leathers from 


IRVING 


Sanniug bs 


in the literary world. Her book, “What 
Shall I Wear?”, recently published by 
Simon and Schuster and available at 
book stores everywhere, promises to be 
the new guide to clothes selection for 
traditionally well-dressed American 
women. 

In her light, practical way Claire 
McCardell offers her readers the fash- 
ion secrets that have made her one 
of the leading designers and creators 
of “The American Look” rather than 
“fashion for fashion’s sake.” 


CLAIRE McCARDELL 


“What Shall I Wear?” gives Ameri- 
can women tips on applying the famed 
McCardell fashion philosophy. This is 
adapting the design to the use of the 
clothes and to the figure and person- 
ality of the wearer, instead of slavishly 
following a fashion trend. 

In all fashion, as in her shoes, Claire 
McCardell is a pace-setter rather than 
a trend-follower, and is a partner in 
the New York firm. of Townley Frocks. 
She is credited not only with bringing 
the natural American look to fashion, 
but with other such firsts as the dirndl 
skirt, the sheath dress, and ballet slip- 
pers for dress wear, as well as being 
the first top fashion designer to do in- 
fant’s and children’s shoes. 


Two New Shoe Stores Open 
In Michigan Shopping Center 
FLINT, MicH.—Two new shoe stores 
have opened in the Northwest Shop- 
ping Center at Clio and Pierson Roads. 
The new outlets are the Economy Shoe 
Center and Ward’s Shoes, Inc. 
The Economy Shoe Center is 
ated by a new corporation, the Flint 
Shoe Co. The 
cupies 1,940 square feet of space and 
carries a complete line of nationally 
advertised footwear, including women’s 
anklets for children and 
Manager of the new store 
Schiele, who has been with 
432 S. Sagi- 


oper- 


family shoe store oc- 


hosiery and 
teenagers. 
is Glenn E 


Economy Shoe Store at 


FINE UPPER LEATHERS 
AND SPLITS 


134.140 BEACH STREET 
BOSTON 11, MASSACHUSETTS 


naw Street for five years. 
Ward's, the shoe store, 

is a family shoe and 

2,160 square feet of space. 


Bruce K. 


second also 


store occupies 
The store 
is operated by Borey and 


James E. Ward. 
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Up to two years ago, the look 
alike Solomon twins did the 
same things together. Even had 
polio at the same time. 


Lrcept... 


Linda recovered completely. 
Sandy didn’t. 


Even today, after some $1500 
in. March of Dimes help, she 
needs braces and crutches to 
get around. 


e. 


Sandy, like thousands of other 
polio victims, still needs a lot 
more treatment. She’ll get it 
as much as she needs. You, who 
made the Salk vaccine possible, 
can provide that care. And, 
what is more, your dimes and 
dollars will also help train the 
minds and hands of the profes 
sional experts so desperately 
needed to give it. 


JOIN THE 
MARCH OF DIMES 


IN JANUARY 
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“4 
i 


> Eliminates Maintenance Headaches — 





FEATURES 


That’s not the whole story either . . . this rugged, new ma- 

@ Heavy-duty shock-resistant Calrod 
heating unit capable of continu- 
ous operation, 

@ Brushless 1/12 H.P. low speed 
induction type motor controlled by 
heavy-duty electric switch com- 


chine is designed to give you continuous ‘‘trouble-free’’ opera- 
tion. Just flip the switch and let it run chases lasting 


wrinkles from shoes both on and off the last. 
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The new Heat Blower has been performance-tested — op- 
erated without “shut down”’ for 31 days and nights then com- 
pletely dismantled and examined. Each unit of the machine 
was found to be in perfect condition . . . reasons why over 300 
of the new Heat Blowers now in everyday factory use have 
required practically no maintenance — even those operating 
for over a year. 

For an “in factory” demonstration, call or write your 


nearest United office. 


UNITED SHOE MACHINERY 
CORPORATION 





plete with pilot light. 

New air flow principle, complete 
with 8-inch diameter aluminum 
fan, minimizes heat loss — de- 
livers a constant uniform flow of 
hot air concentrated where de- 
sired, 


Stainless steel internal tubes elim- 
inate corrosion under heat. 


SPECIFICATIONS 


Single phase, AC 60 cycle, 115 
volts 

Height 15%” — Width 9” — 
Length 27%” 

Net Wt. 46 lbs. Crated Wt. 
65-70 Ibs. 


BOSTON, MASSACHUSETTS 
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The American Family Is Grading Up and the Accent’s On Quality Boys Shoes 














E very year more Gerberich Dealers set new sales records 
... and ‘for good reasons too. Gerberichs and Gee Pees are 
styled the way up-and-coming youngsters like them and are 
honestly made by boys’ shoe specialists who build value 
into every pair. The result: the kind of satisfaction that wins 
customers and builds repeat business. 


In-stock for Gerberich Dealers, these two lines are nationally 
advertised in Parents Magazine and Boys’ Life. 


4 * LITTLE FELLAS 8'/2—12 
¥ youTHs 122-3 

BOYS 1-6 
BIG BOYS 62-11 


GERBERICH 


THE FINEST NAME /N BOYS SHOES 


NEW YORK LOS ANGELES PHILADELPHIA IN CANADA 





